we* 


Speak 
language 


Creative Talent 


that can interpret literal ideas into 
stimulating graphic forms with speed and good 
judgment is often demanded of us. 

Difficult and time-pressing jobs are 
responsibilities that we gladly accept, 

for our studios are organized with 

precisely that in mind. The growing 

list of our clients attest to performances 

that meet those responsibilities. 


“My requirements in 
dealing with designers 
are always demanding as 
to good taste, good 
judgment and good 
service. I can say that 
MAURER STUDIOS 
INC. has proven to be 
consistently reliable in 
meeting our high 
standards.” 


Hal Buksbaum, 
Art Director, 
Coral Records 


- 
of 


* maure studios 


22 west 56th st. new york19,n.y. plaza 7-5165, 6,7 


Centleme? marry 7 
Brunettes 
JOHNNY 
DESMOND 
— 
Powis Lee 
{ 
"oma. 
‘ 
,o4 oA O@v ' Why not give us a call on your next job ? 
We have a complete art producing unit under one roof. 
a Everything from: 
ee: Creative art * Layout * Design * Lettering * Typography * Photography ° 
i — Retouching * Copy * Copy research * Production * Illustration, ete. 
PA 
Ari 


PHOTO- My Phoio-Lettering, Inc. now offers a complete 
PRO-TYPE SERVICE 


BING. “PROTYPE invented by Photo-Lettering, Inc. in 1955— is our 
important new secondary service. It lacks the flexibility, the 
variety and the tailored finesse of genuine Photo-Lettering, but 
easily outclasses the many budget’ processes, and does so at 
a price closely akin to that of hand typesetting. More than 400 
different Protype styles are shown in a brochure free on request. 
The price for Protype composition is $10 per hour (minimum 
one-half hour). Speed is comparable to display typesetting. 
Style, fit, spacing and reproduction quality are better. 


Use our Protype service instead of hand composition for your 
next job of large or small display, or use it in combination with 
genuine Photo-Lettering for lines of secondary importance. 


PRO-TYPE AND PRO-SET ARE TRADE MARKS. ALL COMPOSITION ABOVE IS'PRO-SET 


We wish to extend our sincerest SEASON'S GREETINGS to 
our many clients and friends ... with the hope that we may 
contribute as greatly to your future success as you have to ours. 


still life... food photography .. . illustrations 


TON! FICALORA 


Twelve East 42nd Street, New York 17, N. Y. MUrray Hill 7-0856 


PA 'E-UPS UNLIMITED « 200 W. 58 ST. « CO. 5-8688 
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WE extend to you Holiday Greetings 


and Best Wishes for the coming year. 
Charles E. Cooper, Inc. - Advertising Art & Photography 


SHEILAIY 


136 E. 57th St. + New York 22, N. Y. + Plaza 3-6880 I! Holland Ave. «+ White Plains, N. Y. * WHite Plains 8-7738 
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art director studio news 


At OF NATIONAL 


soc ery OF ARTF DIRECTORS 


Tie ad, the AD, the salesman 


As more and more ads place more and more emphasis on 
art and design, and use briefer copy, the role of the AD as a 
sales force, rather than a mere layout maker, is becoming 
increasingly apparent to management. 


When the campaign is sales successful an increasing share 
of credit will go to the art director, the artist, and the photog- 
rapher. And when the campaign is a bust, the finger will 
point more and more your way too. 


Are you ready for this responsibility? This is the start 
of the era you’ve been waiting for, the day when the creative 
man is considered part of management, part of the selling 
team, an integral part of the financial success of the business. 


The ad manager is becoming part of the top management 
team in more and more companies and he is relying increas- 
ingly on his art director. 


Todays and tomorrows top ADs will be those who blend 
a variety of talents. Being a top layout man or designer or 
illustrator or art buyer will mean knowing consumer psy- 
chology, knowing just how much of the selling job the ad 
is supposed to do, how much the promotion is supposed to 
do, how the material must support and coordinate with 
displays, direct mail, and salesmen efforts, with packages and 
with TV. 


Increasingly, ad agencies are handling a greater share of 
promotional material. Increasingly, it is important that the 
top nen in sales strategy have a clear picture of the entire 
operation. Once upon a time it was enough for an AD to 
crea.'e a good ad. Then it was enough for him to create a 
goo campaign. Now he must at least know how to integrate 
all -he advertising visually with all other promotion and 
sale: efforts so that he can make his ad outstanding not only 
visu lly, but saleswise. 


ctor & Studio News; published monthly by Art Director & Studio News, 43 E. 49 St., 
ork 17, N. ¥. Plaza 9-7722. Subscription price $3.00 per yeor; $5.00 for two yeors; 
yeor for Canada and $5.00 for other countries. Bock issues 45¢ per copy. Publisher 
no responsibility for manuscripts or artwork submitted. Copyright 1955. Entered os 
class matter ot the post office at New York, N. Y. 


ART/DESIGN PACESETTERS 
Cleveland's AD show 


ART/DIRECTIONS 
Two-phased packaging 
Stylized TV art 


RESEARCH & THE AD 
A Starch study 


UPCOMING TALENT 
Stephen Vegh 
Gloria Kamen 


REDESIGN CASE STUDIES 
Direct Mail, Atlanta Paper Co. 
Packaging, El Producto cigars 


IDC HIGHLIGHTS 
Harry Bertoia, Kiyoshi Seike 


EUROPEAN AD ART 
The French Touch, Humor in Selling 


NEWS & VIEWS 
Tax Talk 
Business Briefs 
Letters 
Cover Designer 
Coming Events 
News 
What's New 


TRADE TALK 


SERVICES 
Bookshelf 
Booknotes 
Ready Reference, Classified 


Publisher: Don Barron Editer: Edward Gottschall 

Designer: Ken Saco Ass‘t. Editor: Dorothy Chapple 

Advertising: Morton Bryer °* Circulation: Mildred Brown 
Ass’t. Designer: Walt Hudson 


ASSOCIATE EDITORS: Atlanta, Boron Robert:; Baltimore, DeWitt 
Bottoms; Besten, Mork Kelley; Chicago, Len Rubenstein; Cincinnati, 
Edger Steinau; Cleveland, King D. Beach; Detreit, Howard Johnson; 
Kansas City, Joe D. Crandall; Los Angeles, Thor Hovge; Miami, Jock 
Green; Milwaukee, Wilbur E. Joh lis, Robert 8. Con- 
nolly; Montreal, Albert Cloutier; Nashville, Jomes Patterson; New 
York, Wolter Von Bellen; Ph , W. Frederic Clark; 

Ric Rylands; Sen Francisco, Wallace L. Sommers; Seattle, Jomes 
Peck; Teronte, G. M. Moses; Washington, 0. C., Danie! 8. Hasson. 


NSAD OFFICERS: Roy W. Tillotson, New York, President; Robert Bach, 
Son Francisco, Vice President; Albert Cloutier, Montreal, Vice President 
Cecil Baumgarten, New York, gy NSAD Headavarters 

11S €. 40th Street, New York 16, Phone: Murray Hill $4340. 


an 
/ 
: 
H 
30 
: 
38 
ay 
4 
3 
: 42 
: 18 
IN CHICAGO 50 | 
i IN PHILADELPHIA 52 x 
a 
10 
12 
: 
23 
i 58 a 
i 
H 
| 
At 0 ; 
New q 
8.6 
; 
4 


QUESTION 
Are four heads better than one? 


ANSWER 

On a tray NO... behind a camera YES. 
There, each master with his own inimitable 
artistry and ability creates with the judicious 
use of “f” stops and infinitesimal fractions of 
seconds, a photographic symphony for you.* 


Ba * Symphonies courtesy of J. Petrillo. 


Photography by HENRY DRAVNEEK ASSOCIATES 
214 E. 4st St., N. Y. C. 17, OXford 7-2166 

H. Dravneek - B. Stone - B. Parker - T. Arcieri 
M. Saunders - V. Murmurian + K. Watson 


tax talk 


MAXWELL LIVSHIN, CPA 


Unpaid accrued interest on bonds 
purchased “flat” 


Advice was requested of the United 
States Treasury Department with re- 
spect to the Federal income tax treat- 
ment to be accorded payments of in- 
terest received by the holder of interest 
bearing bonds, where the interest had 
accrued thereon before the taxpayer pur- 
chased them “flat.” The aggregate of 
the payments exceeded the purchase 
price. 

The taxpayer in this case, on July 1, 
1943, purchased for $4,400 flat, corpora- 
tion 5% bonds due January 1, 1967, 
having a face value of $5,000, upon 
which $2,000, accrued from July 1935, 
payable semi-annually, was in default. 
During the years 1945 to 1949 inclusive, 
when there was reasonable expectancy 
that their principal would ultimately be 
paid in full, the taxpayer received from 
the corporation interest payments ag- 
gregating $1,750, specifically covering 
the semi-annual interest periods from 
July 1, 1935 to June go, 1942. 

The U. S. Treasury Department ruled, 
in this case, that the taxpayer purchased 
interest-bearing bonds with certain un- 
paid accrued interest on a “flat” basis 
and that the taxpayer received pay- 
ments of such interest in excess of the 
purchase price. The excess amount, al- 
though not interest income to the tax- 
payer since the interest involved ac- 
crued before the taxpayer purchased 
the bonds, nevertheless constituted gain 
that was taxable as ordinary income. 
since the gain was not from “sale o: 
exchange” and the payments involved 
were not “amounts received by th« 
holder upon the retirement of bonds.’ 
(Rev. Rul. No. 55-433.) 


Federal Employment Tax Ruling 


An individual was engaged on a pat 
time basis to assist a firm of consultin 
engineers in the solution of enginee 
ing problems. During the progress « 
this assignment he was under the s: 
pervision and guidance of the firm an 
upon completion of a project his wor 
was checked by the firm for soundne 
of conclusions. Any necessary helpe 
were hired with consent of the firm an 
paid thereby. The individual did nm 
maintain an office of his own and |! 
did not hold himself out to the pub! 
as an engineering consultant. The U. 
Treasury Department ruled that th 
individual was an employee of the fir 
for Federal employment tax purpos 
(Rev. Rul. No. 55-466.) 
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it’s about time! 


Someone had to face up te—and solve—this problem for you. We have done so. Our entirely new 
studio is the first and only studio anywhere that provides you with 7 day a week service of the 
highest quality- without the extra cost of week-end overtime. Our set-up keeps topflight photog- 


raphers, artists, retouchers, designers and mechanical men on the job 7 days a week—yet gives them 
the time-off they want, for their fine art (or for the fine art of spending more time with their 
families)—in a unique shift program that keep our studios staffed with top talent 7 days a week. 
RESULT: 7 days a week you get the best photographic and general studio talents in New York. 
RESULT: week-end overtime charges are eliminated. RESULT: you too can now enjoy your week- 
ends, confident that on Monday morning, you'll deliver a first-rate job within your normal budgets. 


Photo—Murray Laden 


Week End Daily 


Gussin-Radin Studios, me. 


220 W. 42nd St., New York City 36, N. Y. « Wisconsin 7-7352 


rr 
A 
ie 
— > - 
, 
J, 
\ 
he 
| | 
R 


WORLD’ SFINEST 
COMPLEMELY AUTOMATIC 
ELECTR PENCIL SHARPENER 


Insert any size wooden 
pencil and instantly the 
Electro-Pointer gives 

you a perfect point. 
Sharpens charcoal, pastel 
and layout pencils like 
magic. Proven through 
14 years in artist 
studios, drafting rooms 


— anywhere wooden 


AT YOUR | pencils are used. 
ART SUPPLIER, 
STATIONER 
OR WRITE: 


 STILE-CRAFT 


1825 MACKLIND AVE. 
ST. LOUIS 10, MO. 
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If you work with 
CASEIN COLORS, DESIGNER'S GOUACHE, PASTELS, CRAYONS or POSTER COLORS 
you can do a better job with 


MI-TEINTES 


(Pronounced “Mee-Tents”) 
THE REMARKABLE TINTED PAPER 


The favorite of 
discriminating 
artists the world 
over since the 
16th century. 


e Available in 24 beautiful tones including stygian black. 

¢ 100% Pure Rag Content—but inexpensive. 

¢ Unique surface found on no other paper. 

* Product of the ancient Canson & Montgolfier Vidalon 
Mills in France. 


The most striking poster effects are produced by exposing 
a part of the paper to represent highlight or shadow. 


Sold by good art supply dealers everywhere. 
WRITE DEPT. AD FOR SAMPLE SWATCHES 


™ MORILLA Company 


330 FAST? 23a0 NEW YORK 10, Y. 
706 S. Magnolia, Los Angeles 5, Calit. 


WHERE CAN I GET THE 


NERTISING «297 MADISON AVE, NY.17 


Kurt H. Volk, Inc. 


TYPOGRAPHERS 


228 East 45th Street 
New York 17,N.Y. 


business briefs 


long-run optimism is still rampant. Joining | 
chorus of economic optimists, Dexte 
Merriam Keezer, Vice President an | 
Director of the McGraw-Hill Publishin 
Co. foresees a 2% increase in total a 
vertising by 1970. He predicts a 55‘ 
growth of the whole economy with son 
industries and some consumer expend 
tures more than doubling. He also pr - 
dicts more leisure time for the consum: ° 
to spend and enjoy 80% greater purcha - 
ing power. 


But...and here is where he justifies th» 
greater growth for advertising than fcr 
the general economy, there is no pre - 
sure for the consumer to spend enoug 
to buy everything that is produced, eve) 
today. It will be up to advertising t» 
keep too much from going into saving:, 
too little into buying. Should advertisiny 
and selling fail in attracting the con- 
sumer dollars, there could be a great 
depression. 


Healthy sign was advertising’s experience in 
1954 when ad volume climbed during 
general fall-off which was consequently 
mild and brief. 


But there are some clouds on the horizon. 
While gross sales have boomed, many 
companies find net profits only slightly 
ahead of ten years ago and are work- 
ing on narrower profit margins, are cor- 
respondingly more vulnerable to changes 
in the economic weather. 


Also, farm income is down in many arevs, 
many newspaper publishers are caug \t 
in a spiraling cost squeeze, housing a’ ( 
construction had its first month of « - 
cline in many a moon. Although th: -¢ 
depressing notes are serious, they nc 1 
not bring the climbing prosperity dow », 
but will bear watching and delic: e 
handling. 


Meanwhile, the current ad trend is up. Natic 
advertising, according to Printers I: «, 
was 12% ahead of 1954 for the firs: 8 
months, with August 3% ahead of Ju », 
and 17% ahead of August 1954. 
usual, all media are up except netw: k 
radio, with biggest percentage gains 

corded by network TV. 
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FOR THOUGHT 


Bill likes food as much as any of 
us... he just paints it better. 
From a bright, design spot to the 
most precise rendering, he handles 
his work with the tender affection 
of Mother Nature. 


With versatility in all fields of still 
life, his landscape, interior and 
product paintings have made him 
one of our most sought after 
talents. We are certain you will 
want to... 


KNOW THIS MAN! 


Advertising Art 
OLIVE STREET 
sT LOUIS MISSOURI 
GARFIELD 1-09 382-5 
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if Do we talk the same language? 


re “You people”, an Art Director recently told 
us, have some darned good talent, but so have 
a lot of other studios. I like you because you 
treat every job I give you as though it were 
the most important job in the world. There 
aren’t many other studios about which I can 
say the same!” 

If you’re a stickler for service (and which Art 
Director isn’t?) you'll be interested in our con- 
cept of this much-abused term: absolute prompt- 
ness, dependability, intelligent interpretation. 

Get it? 


Call Tosca for fine, fast service 


TOSCA STUDIOS 


Art and Photography 
MUrray Hill 7-2172 


CLIP ME OUT AND FILE ME AWAY 
Offering an excellent, dependable 
service with intelligent 

interpretation of your problems 


} COMPLETE 
ART SERVICE 


RETOUCHING Black and White «+ Flexichromes 
e LAYOUT 
e MECHANICALS 
ILLUSTRATORS 
SPOTS 


LETTERING 


VINCE SCHIAVONE STUDIO 


145 East 45th Street, New York City +» Plaza 5-9821 


SPECIALists 
ART serv, an 


We Make The Finest 


—SO SAY RETOUCHERS. 
WHO SEE THEM ALL 


COLOR 
LABORATORY 
149 WEST 54th STREET 

Circle 7-1747 


letters 


Designer Hans Barschel, instructor a 
Rochester Institute of Technology, sen 
in this pix taken on vacation on Lak: 
Kashagawigamog, Canada. 
Kashagawigamog, Canad. 


We appreciate you too 


. . . Can’t tell you how much I have en- 
joyed the magazine for 21% years. It's 
invaluable at the agency too. Thanks for 
a wonderful job, we appreciate it. 


Pat Herman, Los Angeles. oS) 


Cover designer 


Joseph Low is known the world ov:r 
for his distinctive illustration style. Born 
1911 in Coraopolis, Pennsylvania, he v as 
schooled in and around Chicago. in 
1933 he acquired a press and type a 
studied typography and wood engrav:: 
alone. Later he studied at Art Stude ts 
League and in various museums. He | 
taught design and graphic art at Indi: na 
University. He moved East in 1946, 1 »W 
lives in Newtown, Conn. His work | 
been shown in leading cities of he 
United States and Europe. His illus 
tions have appeared in books, on rec 
albums, in advertising literature anc 

magazines. Feature writeups of his » 
have appeared in leading graphic 

periodicals here and abroad. Most 

cent exhibit of his work just close: 

the Normandy House Gallery of 


STA on December 5. 


Oh for the life... 
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SILL: SIMS 


tives here 


CAN BE FOUND AT 


JOHN Topp, inc. 


136 EAST S7TH STREET, NEW YORK 22, NEW YORK - PLAZA 9-4710 


CONTACT 

JOHN TOPP 
RICHARD SCHWARTZ 
JOHN DINGELDEIN 
RICHARD BROOKS 
JOE JOSEPHSON 


DAVIO LEMON 
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coming events 


Nov. 6-Jan. 6 . . . A Photographers Galler -, 
48 W. 84th St., NYC. Work of Berenice A >- 
bott, Roy Decarava, Al Freed, Scott Hyc ;, 
Art Kane, Victor Obsatz, Dan Weiner, Min r 
White. 


Jan. 10 . . . AIGA Magazine Clinic, Ne v 
Approaches to Magazine Design, Willk e 
Memorial Bldg., 20 W. 40th St. (Date subje >t 
to change.) 


Jan. 12 . . . monthly meeting of NSAD, 1 5 
E. 42nd St., NYC. 


Jan. 29-Feb. 1 . . . National Advertising © :- 
dustries Exposition. Morrison Hotel, Chicac >. 
Feb. 14-16 . . . Sales Promotion Show, Mia 2i 
Municipal Auditorium. 


Feb. 22-Mar. 11 . . . Annual exhibit of t.« 
Art Directors Club of Los Angeles. Awar is 
dinner, Feb. 17; party and preview, Feb. 21. 
Mar. 2-25 . . . International Salon of Photc3- 
raphy, Memorial Art Gallery, Rochester. 


Mar. 13-15 . . . Sales Promotion Show, Be! e- 
vue-Stratford Roof, Philadelphia. 


% j April 5-5 Sales Promotion Show, First Corps 
Cadet Armory, Boston. 


RO LY, | E aa | April 5-29 . . . 7th Annual Commercial Art 


and Photography Show, Washington, D. C. 
club, Corcoran Art Gallery. 


May 3... Detroit Art Directors Club Awards 
Dinner and opening of Annual exhibition. 

May 11-27 . . . Exhibition, Art Directors Club 
of Montreal. Preview and banquet May 10 
June 4-8 .. . 35th Annual Exhibition of the 


5 ' Art Directors Club of N. Y., Waldorf-Astoria 
Art Institute of Chicago Nov. 15-Jan. 1... 
Aaron Siskind, photography. 


Museum of Modern Art. NYC Nov. 1-Jan. 8 
. Nolde and Kirchner, prints; Nov. 23- 
Wanted: top sales representative Feb. 20 . . . Built in Latin America; Nov. 30- 
to sell a well known group of N. Y. Feb. 19 . . . New acquisitions; Nov. 30-Feb. 
photographers. Call ELdorado 5-4291 12. . . young children’s art; Dec. 12-Jan. 15 
Confidential . . . Children’s Holiday Carnival; Dec. 21- 

Jan. 15... Silk Chasubles, by Matisse 


Philadelphia Art Alliance Nov. 30-Dec. 3 ... 
Margaret A. Hunt, oils; Dec. 1-24... How ur 
Silverman, oils; Dec. 7-31 . . . small, 
° erately priced oils; Rita & Will Barnett, 
ARTISTS’ TRANSFER PAPER and water colors; Dec. 28-Jan. 22. . . O! 
Comes in 4 colors — Nuse, water colors, gouaches; Jan. 5-29 
omen. - blue and Clara E. Sipprell, photographs; Jan. 5-Fe 
yellow — for every con- 
esivable wensler tesing ... weaving tools, appliances; Jan. 6-Jar 
job. . . Everyman's Gallery, general si 
Marks and erases like pen- Jan. 6-29 . . . Edward F. Hoffman, Ill, sc 


cil — greaseless, takes ink ture; Jan. 25-Feb. 12...Karl Zerbe, gouac 2s. 
and wash perfectly with 
no “holidays”. Sports art tour through Dec. 15 . . . Mus 


ae van ot Handy in boxed rolls of Fine Arts, Boston; Jan. 5-30 . . . Corc: 
_ 12% in. x 12 ft. Art Gallery, Washington, D. C.; Feb. 
: ee Mar. 10 . . . J. B. Speed Museum, Louisv !e; 
Winsor & Newton Inc. 
= (fle Mar. 25-Apr. 20... Denver Art Museum; 
H. C. SANFORD A 
MURRAY HILL 6-2068 Distsibuters 15-July 10 . . . County Museum, Los Ang 
Jul. 28-Aug. 26 . . . Palace of the Legic 
Honor, San Francisco. 


COMMERCIAL PHOTOGRAPHY - 14 EAST 39th ST. - MU 5-1864 
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WHY BE OLD FASHIONED? 


be modern... 


use A 


The old “half-way” methods of reproducing highlights and 
dropouts are as out-of-date as side burns and gaiters. 
KEMART allows you to maintain complete control— whether 
your artwork is created in pencil, crayon or wash. 
From true black to pure white—all tone values are 
maintained in exact relation—with KEMART. 


Reproduction is faithful to your technique—no shooting of 
“high” keys or loss of detail—everything captured by photo- 
graphic means, with absolete hand methods eliminated. 


1 Use KEMART Artist materials 


Just D easy steps ¢ Sena your work to a KEMART 
licensed platemaker 


KEMART CORPORATION 


340 FRONT STREET +> SAN FRANCISCO, CALIFORNIA 


Write to KEMART for 
complete artist instructions 


KEMART artist materials 
are available through lead- 
ing artist and graphic arts 
supply dealers 

If you want it reproduced 
as created... you want 
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HI-WHITE 
betterfor 
COMMERCIAL 


TALENS & SON, INC. 
UNION, NEW JERSEY 


sacte’ knives 


#1 K-ACTO KNIFE—60¢ 


essential 


#2 X-ACTO KNIFE—60¢ 


artist’ 


#5 X-ACTO KNIFE—$1.20 


#3 K-ACTO PEN-KNIFE—$1.00 


in every artist's equipment belongs an X-acto k 

In addition to its constant usefulness for cutting, ™- 
ming and making mats, the X-acto knife is an im 
tant drawing tool. It was designed for and co: 
used in many media—scratchboard, friskets, woo: 
and many more art projects. 


The many different blade shapes make the X 
highly versatile...and blades can be quickly char 
to keep X-acto knives always factory-sharp—al 
ready. 


DONATO sTupIOS 
SUDSON 2-3755 


48-97 Van Dam Street, Long Island City 1, N. Y. 


WONDERFUL! — 
-y FINEST ALL PURPOSE COMMERCIAL WHITE 
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“Perfection is attained by slow degrees: 
it requires the hand of time” — Voltaire 


Our clientele, through time and association with us, 


has come to expect distinguished achievements. 


Meeting the challenge of these many expectations is the 


principal policy directing the destiny of our company. 


As a result of this policy we have brought together a group 
of artists possessing truly outstanding abilities. Even so, 
it is our unwavering determination to develop our staff as 


near to perfection as is possible. 


Consequently, if you wish to become associated with this 


interesting and impressive group, we will add to our staff a 
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few artists of exceptional accomplishments. 


McNAMARA BROTHERS 
38th Floor, Penobscot Building + Detroit 26, Michigan 
WOodward 1-9190 


Largest Supplier of Art to the Automotive Industry 
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Harry Bertoia is a designer in three 
dimensions, best known for his sculp- 
ture, furniture and exhibition designs. 
His philosophy about light and sculp- 
ture and its place in design was pre- 
sented to the International Design Con- 
ference. Excerpts from his comments 
follow: 

“In the realm of sculpture structure 
is not required to give a precise defi- 
nition to the practical. Each structure 
has its special affinities for weight, dens- 
sity, light, material, evolutionary continu- 
ity and appropriate development. To 
be valid it must be tuned to contempo- 
raneous life, a life demanding perpetual 
renewal, thereby unfolding its mode of 
expression. 


Void and matter 


prevailing characteristic of 
sculpture is the interplay of void and 
matter. The void being of equal value 
to the component material units. Per- 
haps it is no exaggeration to say, the 
reality of sculpture is to be found in 
the void. Matter is simply an intro- 
ductory device to the essential. 

“Void and matter define each other, 
how they are related results in form, 
which depends for its life-fiber on struc- 
ture, and we can determinedly push it 
into the field of activity most in need. 

“Void and matter can be equated in 
a multitude of ways, statically or dy- 
namically. The equation can also be 


highlights 


of the 


International 


Conference 


made to satisfy an individual artistic 
requirement. The emotive keyboard 
allows for play from the dense, demate- 
rialized form to the vacuum-like mate- 
rialized void. 


Value of suggestion 


“Perhaps the direction in which | 
have been most interested indicates an 
assemblage of components held together 
as if by a magnetic force. It is desirable 
to leave the equation somewhat incom- 
plete, thereby giving the observer a 
chance for completion, and certainly ‘he 
value of suggestion is not to be unccr- 
estimated in winning the observers c in- 
fidence .. . 

“Seemingly I breathe light and st: uc- 
ture; the structures in turn brea he 
freely in my daily life, thereby in ro- 
ducing an element of poetry. . . . W :at 
happens when structure and color {et 
together? Exploration of the ‘possibil es 
of color lead to a new and very sig: if- 
cant function. Structure enables colo to 
attain higher intensities. It gives col * a 
chance to receive light from more t an 
one direction. The reflective possibil ies 
attain an unbelievable degree of in °n- 
sity and opalescence . . . 

“The line of demarcation separa ng 
the plastic arts has vanished! Color, he 
pictorial essence, an instrument of : di- 
vidual exploration and discovery, rea _1¢s 
new levels of expression. Have we ‘he 


(continued on page 66) 
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19 WEST 44th ST., NEW YORK 36 
MU 7-6112 


CHILDREN + CITY VIEWS 
_ FARMING + FLORALS + GIRLS + 


ISTORICAL + HUMAN INTEREST 
_ LANDSCAPES + PAINTINGS, 
SPORTS 


TONE CONTROL POSSIBLE IN FAIRCHILD EN- 
GRAVERS: A variable response unit has 
been developed by Fairchild Graphic 
Equipment Inc. It is used in conjunc- 
tion with either the Scan-A-Graver or 
the Scan-A-Sizer and gives precise elec- 
tronic control of the tonal values in an 
engraving. Both the Scan-A-Graver and 
Scan-A-Sizer produce plastic photoen- 
gravings photoelectronically. The new 
unit makes it possible to emphasize de- 
tail in shadow or highlight areas and to 
compensate for variations in inks and 
papers. 

Fairchild also is developing a Photo- 
Screener. Still in the laboratory stage 
it would produce, photoelectronically, 
color corrected separation negatives, 
screened, for offset or letterpress. De- 
vice, not fully perfected, would be 
simpler than the Time scanner, would 
produce the negatives in a few hours. 


NEW GILDING PROCESS: A new production- 
line gilding process has been announced 
by the Houston Edge Gilding Corp., 
229 W. 28th St., New York 1. The firm 
reports that instead of a few hundred 
books that can be gilded in a day by 
conventional methods, the new process 
enables as many as 35,000 to be com- 
pleted. It is claimed that there is no 
sticking of bleed sheets or coated stock. 
2314 K gold leaf is used. Best results 
are reported for books square cut on all 
three sides and cleanly trimmed without 
knife marks or ridges. 


TOOL FOR HALFTONE ANALYSIS: A new ad- 
dition to Delta’s Coloron is the Half- 
tone Coloron Set C-2. It is designed to 
broaden the scope of the original Color- 
on set by providing control and analysis 
of halftones and duotones in single and 
multiple color printing. It is said to pre- 
determine the results from thee com- 
bination of a halftone with any number 
of colors and their tints, and the effect 
of duotones of black and any other 
color and shows what these combina- 
tions look like on colored stock. All tints 
and halftones in both sets are 110 line 
screen. 

The set contains twelve transparent 
sheets. Eleven are printed in the four 
process colors (black, process red, yel- 


engraving developments, type specimens, new 
equipment and tools available to ADs and artisi; 


low and blue) and seven basic colc 
(red, yellow, blue, green, orange, purp 
and brown). The twelfth sheet contai 
a square silhouette duotone black k 
of the same subject contained on t 
other 11 sheets. 

For descriptive literature write o 
Delta Brush Mfg. Corp., 119 Bleeck +r 
Street, New York 12, N. Y. 
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AUTOPOSITIVE MATERIALS BOOKLET: A boc k- 
let on How To Use Kodak Autopositi ve 
Materials has just been issued by East- 
man Kodak Co. With these materials a 
negative can be made directly from a 
negative, a positive directly from a posi- 
tive. Materials are valuable in multiple 
negative work and step-and-repeat op- 
erations. Portions of a negative can be 
selectively reversed so that negative and 
positive effects can be obtained on same 
film without stripping. The materials 
also make possible such effects as solid, 
clear, or tint lettering on halftone back- 
grounds and various tint joinings with- 
out stripping. 


IMPORTED TYPE BOOK: Berthold Types are 
shown in this large, beautifully printed 
book with full pages assigned to each 
face and its sizes. Contents are arranged 
according to type families, with an al- 
phabetical index in the front. Amster- 
dam Continental will send the booklet, 
268 Fourth Ave., New York. 


3-COLOR PROCESS CAMERA: A new can era, 
designed for use with three color } roc 
ess developed by Eastman Kodak Co., 
has been marketed by the Harok M. 
Pitman Co. It produces direct scre ned 
separations from color transpare: <ies, 
rapidly and economically. 


STEMPEL TYPE SPECIMENS: Three fc ders 
showing copy blocks, alphabets, and 
specimen lines of Trajanus, Pal: ino, 
and Michelangelo and Sistina T ling 
are available from Stempel — ype 
founders, P. O. Box 165, Morris’ wn, 
New Jersey. 


NEWS GOTHIC BOLD: Specimen she ¢ of 
News Gothic with Bold in 14 poi ts 
available from Intertype Corp., 36 Fur 
man Street, Brooklyn 2, N. Y. . 
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ARTISTS’ OIL COLORS 


CRAFTINT-DEVOE Artists’ Materials are backed by 


two centuries of research and experience! 


And NOW... $50,000 in “*New Look” test-proven 
development makes world-famous CRAFTINT- 


DEVOE Artists’ Oil Colors professionally modern 


and perfect. Rich in value and of Uniform fine 


texture, these Certified Permanent Oils give 


the FINEST results. .. . They are permanent and 


their consistency is just right for painting 


... Not too stiff... not too fluid. 


GOOD painting requires GOOD Oil Colors 
... lasting and intermixable! CRAFTINT- DEVOE 


is formulated in a complete color-range 


of highest quality oils . . . scientifically 


compounded from the finest ingredients. 
To say it simply... CRAFTINT- DEVOE, 


the quality oil colors for you. 


THE Cra tent MANUFACTURING CO. 


NEW YORK « CLEVELAND « CHICAGO 
Main Office: 1615 Collamer Ave., Cleveland 10, O. 
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IT CAN BE PHOTOGRAPHED 


206 EAST 65TH ST., NEW YORK 21, N. Y., TE 8-330 
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STA’: Karstrom receives W. Freder- 
Philc delphia award ick Clark, 

president 
Art Director’s Club of Philadel- 
phia, presented a gold medal award to 
Susan Jackson Karstrom, president of 
the Ssciety of Typographic Arts, Chi- 
(ago. The award was for “outstanding 
servic in graphic arts.” 

Sh yn with Mr. Clark and Miss Kar- 
‘stron are Walter Reinsel, Nate Ber- 
a nd Carl W. Eichman, all club 


of th 
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Philadelphia judges use 
push-buttons 

To streamline the selection and judging 
of the Philadelphia AD show scheduled 
for next spring, an electronic device will 
be used. Votes are cast by pushing a 
button and totals are indicated by a 
colored light. 


Early AD annuals available 


For those interested in the best early 
advertising reference material—or to fill 
out an incomplete file of Advertising 
Art Annuals—issues from the first Annual 
of the New York Art Directors Club Show 
in 1921 to the 13th can be obtained. 


Those available are the first, third, 
fourth, fifth, sixth, eighth, ninth, tenth, 
eleventh, twelfth and thirteenth. 

Contact Mr. Roden at WAlnut 2-4808, 
Philadelphia. 


Cleveland ADs aid Members of the 
crippled children Art Directors 
Club of Cleve- 
land have made a special contribution 
to the nursery school in the West Side 
Center of the Society for Crippled Chil- 
dren. The nursery walls are now gaily 
painted with Mother Goose characters. 
Clem Cykowski, member of the Club, 
is shown with his son Mark painting the 
mural, which was his design. Paint and 
painters were provided by the Club. 
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New L. A. officers named 


Morgan Henninger is the new presi- 
dent of the Art Directors Club of Los 
Angeles. Assisting him are Ned Jacoby, 
first vice president; Jerome Gould, sec- 
ond vice president; Lillian Love, secre- 
tary; Lloyd Wallace, treasurer; Richard 
Lawrence, membership chairman; Dick 
Stow, chairman of chairmen and Mar- 
tie Wright, executive secretary. 

The Club’s annual exhibition is 
scheduled for February 22-March 11. 


Atlanta elects 


New officers of the Atlanta Art Direc- 
tors Club are John McKenzie, president; 
Jim Schell, ist vice president; Bill Sut- 
tles, end vice president; Lucina Fausett, 
secretary, and Bob Hiers, treasurer. 


Atlanta: Marshall Lane revisited Aspen 
at the November meeting. Accompany- 
ing him were other local members of 
the team that went to the Aspen con- 
ference last summer. They were Hin 
Bredendieck, William McPherson, Irwin 
Schuster and Helmut Pistor. 

Chester L. Sailor, artist, is a new 
member of the club. 


Baltimore: Bill Hunter is now editing the 
newsletter. Karl Koehler, Christmas card 
designer, was speaker at the October 
meeting. 


Cleveland: Richard Ford of Meldrum & 
Fewsmith received the Club’s Famous 
Artists Schools Scholarship Award. A 
poster on Better Homes & Neighbor- 
hoods won him the honor. 

President Clark L. Robinson won 12 
awards in the 7th Annual Exhibition 
(shown in this issue). 


Montreal: Jack Breslow, illustrator with 
Rapid Grip & Batten, and Raymond 
Roy, designer with The Art Spot, have 
been elected to associate membership. 
Alan Hepburn Jarvis, Director of the 
National Gallery in Ottawa, spoke at 
the October meeting; subject was 
Modern Art—A Personal View. 


New York: Six films of the first TV com- 
mercials shown in England were pre- 
sented at a recent meeting. John Halas 
of Halas & Batchelor Cartoon Films Ltd., 
London, and who helped create Animal 
Farm and Cinerama Holiday, was on 
hand to describe the impact of commer- 
cial TV on England. 
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Bob Bode, Kudner, won the golf 
tournament championship cup with a 
low score of 78. Reeve Limeburner of 
Cunningham & Walsh won a _ bronze 
bust for the lowest net on the four short 
holes. 


San Francisco: Society of Artists and Art 
Directors held a members show. 

Dong Kingman gave a lecture and 
demonstration for the SAAD. 

Robert Fawcett was guest speaker at 
the Nov. 11 meeting. 

Jon Sandvick, Andrew Quattro and 
Roy Smith, George Zacharie, Jack Rattle, 
Alex Anderson, Max Landphere all won 
honors at the golf tournament. Sand- 
vick won the trophy. 

Other activities and speakers at re- 
cent meetings are the Annual Kids 
Show; David Stone Martin with lecture 
and demonstration; Samuel I. Haya- 
kawa, semanticist, on communication. 
Washington, D. C.: “Full Bleed” is the new 
name of the Washington Club’s news- 
letter. 

Carl Broemel spoke to the club on 
his experience with the U.S. Air Force 
in the Arctic, where he made illustrations 
as part of the Society of Illustrators 
team. 


34th AD annual 

is off the press 

In mid-December the 34th Annual of 
Advertising and Editorial Art and De- 
sign will be published by Farrar, Straus 
and Cudahy, Inc. Its 400-pages, includ- 
ing many in full color, show the medal, 
distinctive merit and certificates win- 
ning pieces in the 1955 exhibition of the 
Art Directors Club of New York. It is a 
record of the best work from coast to 
coast appearing in all media—magazines, 
newspapers, trade periodicals, booklets, 
company publications, direct mail, point 
of sale, posters, television, covering all 
kinds of art and photography and 
design. 

The book is. more than a record of 
the best of the year. It is an inspira- 
tional idea source, a visual explanation 
of how the countries best creative men 
have approached and solved their edi- 
torial and advertising problems. 

The more than 400 pieces shown 
were culled from 10,000 plus entries. 
The book was planned and designed 
by a group of distinguished designers, 
headed by Frederick H. Roberts, Art 
Director of the Shell Oil Company. 
Working with Mr. Roberts were Lester 
Beall for editorial art; Georg Olden for 
TV; Wallace Hainline for editorial lay- 
out; Ladislav Sutnar for posters and 
point of sale; Alberto Gavasci for direct 
mail and house organs; Robert Gage for 
advertising layout in magazines and 


newspapers; George Giusti for cove ; 
and end sheets. 

The annual is $12.50. Copies may | : 
ordered through this magazine. 


Wright featured in House Beautif | 


Frank Lloyd Wright, his life, his wo < 
and his philosophy compose the enti : 
November issue of House Beautifi . 
Many of his creations are shown in ft | 
color—exteriors and interiors. The : - 
productions are large with smal! r 
photos of details of his designs. O ¢ 
story is devoted to his textile and fur j- 
ture design. 

AD Wallace F. Hainline in his e: i- 
torial designs has paid high tribute o 
Mr. Wright. 
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Every day us bargain day at 


NE 


Approaches new market Barn y's 


cloth ng 
store in New York has establishe its 
reputation as a bargain store. Now ‘hey 
are trying to reach New Yorkers who 
usually look askance at bargains- the 
men on Wall Street, Madison and _ ark. 
The “stopper” situations are des ned 
to attract quality-conscious reader 
AD is William Jacoby, Emil } gu! 
Co.; photographer is Charlie Ke! way 
of Christenson Studios. 
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W at happened Engine illustrations, 
to ne motor? shots from above, 

side views have 
bo ed to the tail light, whole rear view 
or >metimes a dramatic angle of a por- 
tic of the rear in several of the recent 
ca) ads. Here are a few we spotted. 


he Ford poster, “The car with the 
bic est following!” uses one big red 
tai light as a visual figure of speech. 
Da -glo was used on the red light area 
an on the edges of the word “Ford.” 
Its the first time Ford has used this 
de..ce. It wasn’t a gimmick, but an 
int-gral part of the design. The poster 
evo'ved from one car following another, 
to one car with the whole rear shown, 
to its present design. AD was George 
Booth of J. Walter Thompson; artist 
was Irving Olsen. That headline is the 
brain-child of Beverly Corbin. 

‘The Chevrolet ad shows the whole 
car, but from a righ-rear angle. The 
copy does discuss motors and engineer- 
ing in some detail. George Guido of 
Campbell-Ewald, Detroit, art directed 
the ad with Paul Nonnast as the artist. 

Plymouth published October 21 a 
four-color four-page insert which shows 
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the car from all angles and discusses its 
new developments. On the first page of 
the newspaper size insert is a huge, dra- 
matic yellow, red and black photo (by 
Irving Penn) of the rear close-up and 
at a sharp angle. Donald Kubly of N. W. 
Ayer & Son was the art director; Wing 
Fong did the layout. The insert was 
printed by rotogravure on slick roto 
stock in Philadelphia and was supplied 
complete to newspapers. This method 
provided a way of achieving top quality 
and uniform color reproduction. 


The photographer (from Boulevard 
Photographic) for a recent Dodge ad 
almost got under the car to shoot. His 
photograph was low and quite close to 
the right rear—so low, in fact, that the 
left front wheel is visible. There were 
two reasons why art directors Fred Peck 
and Jack Carmichael (Grant Adv., De- 
troit) chose this direction: the jet-fin is 
the most distinctive exterior feature of 
this year’s Dodge and is used here as a 
symbol; to create enough intrigue that 
the public would go to the showroom 
to see the car. It was felt that a com- 
plete picture of the car would lose some 
of that intrigue. 


Born of Success to Challenge the Future! 
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Ma BED DINING 


Catalogue design Bud Roberts has 
designed the new 
Fabry catalogue with an eye to dramatic 
use of white space for emphasis or the 
furniture design. Most of the photog- 
raphy is by Stephen Falludy. 
The four-color, 120 page catalogue is 
clearly indexed with tabs and is plastic 
bound. 
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Design treat Halloween trick 'n treat 


packages for Barricini 


were designed by Murray Tinkelman, 
Brooklyn. 


AD Blaine designs 
new Village newspaper 


Nell Blaine has been named director of 
art and production of the new Nh -w 
York weekly published in Greenw ch 
Village. The Village Voice is aimed at 
the community conscious Village 1 si- 
dent and covers activities of interes: to 
uptowners who go to the Village for its 
theatrical and artistic activities. 

Miss Blaine designed the page | ne 
masthead, the heads for the vari us 
major sections and selected the t pe 
format. She also created posters and et- 
terheads, which are based on the nv ys. 
paper's logo design. 


Type entries due this month 


Entries for the znd Annual Typogray 
Design exhibition are due December 30. 
The competition is sponsored by he 
Type Directors Club, New York. &n- 
tered pieces should be mailed to Mah ion 
Cline, g East 48th St., New York 17, 
N. ¥. 

Entries should be predominately vis. 
ual and designed during 1955. Entry 
fee is 50 cents; an award fee of $10 will 
be charged for each winning entry. 

Certificates of Typographic Excellence 
will be awarded to the designer and 
client of each winning piece. 

Judges of the competition are Free- 
man Craw, Louis Dorfsman, Eugene 
Ettenberg, Gene Federico, Edward Gott- 
schall, Herbert Lubalin, Herbert Roan, 
William Taubin, and Hal Zamboni. 


Eastman awards ‘Georges’ 
at film festival 


Twenty “Georges” were awarded to five 
outstanding actors, actresses, camiera- 
men and directors of the 1915 to 1925 
decade. The recognition was a part of 
the George Eastman House Festival of 
Film Artists held November 16 ip 
Rochester. 

The artists honored were chose: by 
ballots mailed to the known _ pleyers, 
directors and cameramen who were im- 
portantly active in American M. tion 
pictures during that period. 

Jesse L. Lasky was the Chairm: 1 of 
the festival. 


AIGA moves 


The American Institute of Graphic Arts 
is no longer on 67th Street; it has n »ved 
to new headquarters at 5 East oth 
Street, New York City. 

Magazine Clinics will be held i the 
lower assembly hall of the Willki: Me- 
morial Bldg. of Freedom Hous 20 
West 40 St. Meetings have been ch: iged 
to Monday nights. For more inf ma 
tion call Mrs. Kirk, MU 5-4400. 
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N vere designs Geneva atoms show 


JT e Atomic Energy Commission en- 
g ed Design & Production Inc. to de- 
si 1 an exhibit for the Geneva confer- 
© e on the Peaceful Uses of Atomic 
E orgy. Each country represented made 
su 2 an exhibit. The American show 
w.. on atomic technology in all fields, 
ra ging from mechanical engineering to 
m lical science. It included specimens 
of equipment, plans and graphic pres- 
en tions of atomic reactors, slide pres- 
en tions on isotope treatment in medi- 
ci! *, exhibits of living plants experi- 
m itally mutated by radiation. 

»hn L. Moore, art director and vice 
pr: ident of Design and Production Inc., 
Al xandria, Virginia, was in charge of 
the project. Its mammoth proportions 
required tremendous research, construc- 
tion, staff additions and careful plan- 
ning. Over a thousand captions and 
pieces of text had to be laid out and 
typeset in four languages besides de- 
signing and building the exhibit itself. 
More than 200 packing cases were re- 
quired to ship it to Geneva. 
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ESQUIRE SOCKS 


humor to impress Using point- 

ed yet humor- 
ous «rt of the French cartoonist Andre 
Fra‘ cois, the current Esquire Socks ad 
seri s is aimed at the men the salesmen 
dor - see—the retail executive. The car- 
too . and copy offer the reader an es- 
cap from an undesirable situation. It 
is * new approach for the client and it 
is ported that the response from 
rea ers and in the trade has been favor- 
ab! 


! erb Roan of Ideas for Industry de- 
sig’ od the ads. 
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Design format accomodates 


merchandise changes shoes. 


Spread for Red Cross Shoes shows 12 pairs of 
This format can be retained to show 


another dozen and still keep the identification 

of the advertiser. Ads are designed for consumer promotion, but also to encourage 

the stores to incorporate them in store-wide promotion. These ads have had dealer 
acceptance in newspaper ads, window and store displays. 

Peter DeNapoli made the photograph of the fall ad in July in Central Park. 

Bourges overlays were used to bring about the autumn effect. Art Director was 

Thomas Martin of Stockton « West « Burkhart, Cincinnati. Shoe artist was Louis 


Kabrin. Client is U.S. Shoe Corp. 


New method of kinescope recording 
reproduces color TV 


A new Eastman Kodak system for speedy 
kinescope recording of color television 
has been announced. It makes possible 
recording a color television program on 
special black and white film, called 
lenticular film, and re-telecasting the 
program in color. The film can be 
processed in about an hour, whereas 
previously the experimental use of this 
process required more than a day to 
complete. 

This development will aid television 
networks in making quick kinescope re- 
cordings of color programs to help 
overcome problems resulting from time- 
zone differences between various sec- 
tions of the country. 

In recording a color program, a rec- 
ord of each color value is made on the 
black and white lenticular film when 
used in conection with suitable light 
filters or other optical equipment. In 
retelecasting the program, these re- 
corded images effectively control the 
color signals in the color television 
transmitter. 

In addition, Kodachrome 
prints can be made from the 35mm em- 
bossed film original for later syndica- 
tion. Duplicate 16mm prints can also be 
made using other types of color films. 
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A new idea— A Christmas gift 
wine in packages package has been 

designed for Ur- 
bana Wine Company which features 
four different Gold Seal wines made by 
the company. Designer William Cor- 
mier, AD of Comstock & Co., Buffalo, 
says this is a new idea in wine mer- 
chandising. The box lends itself to dis- 
play ideas because of its design—both 
on the outside of the box and on the 
inside of the lid. 


Country’s first crafts museum 


The first museum in this country dedi- 
cated to contemporary crafts will open 
in New York City in April 1956. It 
will be called Museum of Contemporary 
Crafts and will be at 2g West 53 St. 
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A program of national and interna- 
tional exhibitions, lectures, special pub- 
lications, advisory services and visual 
aids will set high standards for crafts- 
men and will encourage the public to 
a better appreciation of the creative 
work of the designer-craftsman. 

The new museum is under the au- 
spices of the American Craftsmen’s 
Educational Council. 


24-sheeters in six 
markets are intro- 
ducing Old Smug- 
gler’s newly designed “Royal Scot” bot- 
tle. The posters, prepared by Thomson 
& Symons, New York, were designed by 
Max Sheridan, art director at Charles 
W. Hoyt Agency. 

Shown viewing the poster are W. K. 
Dingledine, v.p. and copy director, E. 
W. Hoyt, president, and L. A. Roden, 
vice president in charge of advertising 
for W. A. Taylor beverages. 


Poster introduces 
new bottle 
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Layout problem The vari-colored 
stones set in metal 


tended to get lost and a background just 
off-white seemed to be the best answer, 
according to Helen Bertull, AD at Ab- 
bott Kimball Co. The jewelry was pho- 
tographed, by George Greb of Photog- 
raphy Place, on a very soft gray-blue 


background. However, when plated, the 
background became a dull gray, so that 
the blue plate was remade to a darker 
blue for contrast. Client is Trifari, 
Krussman and Fishel Inc. 


Arty illustrations take precedence 
in paperback book field 


Going are the lewd, horror-ridden, 
cheesecake covers for paperback books. 
Coming into repute are the more “arty” 
illustrations which have some of the 
quality and content of the story with- 
in its covers. This reversal of former 
emphasis has been cited in The Wall 
Street Journal. 

According to Sol Immerman, art di- 
rector for Pocket Books, “the best aid 
to sales is quality covers which hon- 
estly interpret the book.” Cover design- 
ers are now employing post techniques 
which strive for mood and emotional 
appeal, often through artist symbols and 
abstractions. 

Leonard Leone, art director of Ban- 
tam Books, is following a similar phi- 
losophy in redesigning re-issues and in 
creating new covers. 

This new trend is attributed to the 
slump in the sale of paperback books 
last year. Though sex has not been 
abandoned in helping move the mer- 
chandise, the new approach will in- 
clude more line drawings and “mood 
stuff” rather than shocker approaches. 


PSA-Life photo essay 
contest winners announced 


Four winners and five honorable men- 
tions in the Photographic Society of 
America—Life Photo Essay Contest were 
announced at the P.S.A.’s annual con- 
vention in Boston. 

First prize of $5,000 went to Lyman 
K. Stuart, Newark, New York, for a 
color essay on birds entitled “Nature's 
Action—Too Fast for the Human Eye.” 
Second place was won by Leonard 
Balish of New York City for a black 
and white essay on an animal trainer. 
His prize was $2500. Carsten W. John- 
son, D.D.S. of Pleasantville, N. Y., took 
third prize of $1500. Alec McAlister of 
Toronto won third prize, $1000. 


A. |. Friedman moves 


New location of A. I. Friedman Inc., art 
supplies, is 25 W. 45th Street, between 
5th and 6th Avenues. New phone is 
Cl 5-6600. 

The new store is spacious, features 
open displays and makes shopping rapid 
and pleasant. 

The mid-4o’s in the 5th and 6th ave- 
nue areas have become an art supply 
center with half a dozen stores, and two 
others are just east of it. Arthur Brown 


Inc. is at 2 W. 46. Lewis Artist Mat - 
rials Co. is at 158 W. 44; Abraha 1 
Seltzer & Co. at 1163 6th Avenue; Artis s 
Supply Co. of N. Y. at 18 W. 45, ar | 
M. M. Michaels Co. at 7 W. 44. Ju 
east of this area is Grand Central Artis 
Materials Inc. at 45 Vanderbilt, ai 
E. H. & A. C. Friedrichs Co., 40 E. ¢ . 
This group includes some of the larg: 
art supply companies in the city. 


Bruce Rogers’ Divine Comedy 
presented to Italian library 


A copy of the Bruce Rogers monume - 
tal edition of the Divine Comedy in t 
translation of Charles Eliot Norton h 
been presented to the Biblioteca Naz. »- 
nale in Rome. The America-Italy 
ciety made the presentation to Man! o 
Brosio, Italian Ambassador to te 
United States. 

The original edition contained dra y- 
ings by Botticelli. Mr. Rogers has trac d 
these for his book. The type face of t ie 
volume is Centaur, created by Mr. Rog- 
ers some forty years ago on the base of 
an early Italian face developed in 1470 
by Jenson. 

For this folio volume, the Fabriano 
Mills of Italy produced a special paper. 


Mailer features A new type of pre no- 
built-in viewer tion piece for Bre vn- 

Forman distillers on- 
sists of a folder showing the new Id 
Forester decanter. A transparency vic vet 
is attached to page 3 of the folder. Six 
sales features and display ideas are 0n- 
tained. The viewer is flat when ma: ed, 
but pops up when the folder is ope ed. 
Small viewer is a replica of the id 
Forester holiday carton, and was m 1- 
factured by Brownie Manufacturing ~o. 
Miniature transparencies are mou: ‘ed 
on small wheel, edge of which protr es 
past edge of folder. Viewer even h s a 
light diffuser. Folder goes to distrib. ors 
and salesmen. 
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Effective with the next issue, January 1956, Art Director & Studio 
News will be known as Art Direction. 

The change in name recognizes a change in role. From a 
small New York paper, this magazine has become the nation’s 
art direction trade magazine as well as the official publication 
of the National Society of Art Directors. 

From reportage limited to news, editorial coverage has 
broadened out to full pictorial reviews of all major ad art shows 
and to spotting and interpreting developments and trends in 


the entire field of visual communication. 
in this new role, interest and influence of the magazine has 


spread beyond the art direction field itself to buyers of art and 
photography in management, to advertising and sales promo- 


tion managers. 
The new title is evidence of the magazine's aim to become 
increasingly meaningful and vital to you. It is one of many 


developments made and planned to increase and abet the 
sale, wise use, and creation of advertising art and photography. 
Don Barron, 
Publisher 
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Art Directors’ Club of Cleveland 
at the Cleveland Museum of Art 
October 12 through November 13, 1955 


For the first time in its history, the Art Directors’ Club of 
Cleveland held its annual exhibition at the Cleveland Museum of Art J 
Not only does this allow for a tremendous increase in viewing ‘ 
opportunity for the public, but also it marks a growing professional 

recognition of commercial art. 

Out of a total of 850 entries: judges Austin Briggs, illustrator, and 

Carl Lins, art director of Young and Rubicam chose 310 entries 

to hang in this precedent-making show. 

The Awards Luncheon held on Wednesday Oct. 12, had as its guest ; 
speaker, Leo Lionni—art director of Fortune Magazine. During the ¥ 
luncheon, Mr. Lionni was presented the award of Art Director of 

the year by the National Society of Art Directors. 

On the following pages, are some of the award winning entries 

in the exhibit. 
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Alcon subvtes SAL. on SO years of progress 
we've bees prowd te there 
sey show you ovr {) Art Director: Eugene R. Shimp 
Artist: Dorothy Matz Shimp, 
Client: Viking Air Conditioning Co. 


2) Agency: Fuller, Smith & Ross 
Art Director: Ted Lozier 
Artist: Wm. Richards 
Client: Westinghouse 
ALUMINUM 
: “te 3) Agency: Fuller, Smith & Ross 
Art Director: Clark Robinson 
Artist: Clark Robinson, Wm. Richards, 
Gustave Dore 


4) Agency: Fuller, Smith & Ross 
Art Director: Art Merkle 
Artist: Everett Henry 
Client: Harris Seybold Co. 


5) Agency: Fuller, Smith & Ross 
Art Director: Clark Robinson 
Artist: Lou Federman & Assoc. 
Client: Alcoa Aluminum 


6) Agency: Fuller, Smith & Ross 
Art Director: Clark Robinson 
Artist: Clem Cykowski 
Client: Alcoa Aluminum 


7) Agency: Mitchell, McCandless & Klaus 
Artist: Hains Studio 
Client: WNBK—MGM Studio 


8) Agency: Fuller, Smith & Ross 
Art Director: Clark Robinson 
Artist: Clark Robinson 
Client: Diamond Alkali 


9) Agency: McCann Erickson, Inc. 
Art Director: Clark Maddock 
Artist: Denny Harris 
Client: Perfection Industries, Inc. 
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10) Art Director: Jean Colvin 
Artist: Clem Cykowski 
Client: Ohio Bell Telephone 


11) Art Director: Tom Shem & A. D. Henck 
Artist: John Baer 
Client: Dobeckmun Co. 


12) Agency: Fuller Smith & Ross 
Art Director: Clark Robinson 
Artist: Ken Lipstreu 

Client: Alcoa Aluminum 


e* that opens up a world of sales opportunities! 


for convenience any language Debeckmun s opener buskting 
for eugaretion and gum other wmail packs free Tokyo to 
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13) Agency: McCann, Erickson, Inc. 16) Agency: McCann, Erickson, Inc. 20) Art Director: John S: ilagy 


Art Director: Clark Maddock Art Director: Clark Maddock Artist: John Szilagyi 
Artist: Macball Artist: Ted Gorka Client: Cores & Orb F ess 
Client: Cleveland Electric 
Iuminating Co. 21) Agency: Fuller, Smit} &p 
Artist: Don Gregg Art Director: Tony L ngo 
14) Agency: Alexander & Cairns Client: Ford Tractor Div.—Ford Motors Artist: Artist Studies 
Art Director: Tom Shem 
Artist: Al der Mohtares 18) Art Director: Tom Shem 22) Art Director: Polly G. J 
Client: Dobeckmun Co. Artist: Dick Slater—Morgan Studios Artist: Lee Kolozsi 
Client: The Dobeckmun Co. Client: Halle Bros. C. . 
15) Griswold-Eshleman Co. 19) Agency: Lang, Fisher & Stashower 
¥ Art Director: Arch Lipp Art Director: Larry Gray 23) Art Director: Polly G w 
Artist: Jack Tupper—Artist Studios Artist: Clem Cykowski Artist: Ann Delehani 
Client: Basic Refractories Client: WXEL Client: Halle Bros. C. 
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Ford Corn Picker 
ASK FOR A DEMONSTRATION 
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NO WONDER YOURE TIRED ON WASHDAY... 3 
Me 
= 
UNLESS YOU HAVE AN ELECTRIC DRYER! 
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) Agency: Kelly & Lamb 


rb P Art Director: Burton Adams 

= Artist: Burt & Charlton 
& 
ny L ngo , ) Agency: McCann, Erickson, Inc. 
udios Art Director: Dave Lind 

Artist: Ted Gorka 

ly Gi al 
si ) Art Director: Polly Gaul 


2. C Artist: Lee Kolozsi 
Client: Halle Bros. Co. 


Art Director: Martin J. Cohn 
Artist: Lou Federman & Assoc. 
Client: Suburban Temple 


at 
OW Ball for Cleveland in 1845 
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Agency: Fuller, Smith & Ross 


Art Director: Clark Robinson 
Artist: Clark Robinson 


Agency: Fuller, Smith & Ross 
Art Director: Clark Robinson 
Artist: Paul D’Ome 

Client: Diamond Alkali Co. 


Art Director: Polly Gaul 
Artist: Lee Kolozsi 
Client: Halle Bros. Co. 


Art Director: Alan Lefkort 
Artist: Pitt Studios 
Client: ADCC 
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The marriage between art and selling, 
often so uneasy if not downright an- 
guished, has found in France a real 
modus vivendi which, although it is far 
from unique in Europe, is nevertheless 
so vigorous as to be well worthy of study. 
What is almost unique is the fact that 
the very best French painters and graphic 
artists are used to the idea of working for 
industry and have been doing so for a 
long time. Toulouse-Lautrec was _per- 
haps the earliest of these, but in more 
recent times one can point to Cassandre 
(now almost exclusively devoted to stage 
design), Paul Colin, Jean Picart-le-Doux, 
André Francois, Huguette Cromiéres and 
many more. 

French poster art is characterized by 
two things: one is its lettering, the other 
is its humor. With regard to the latter 
(I shall draw the veil of charity over the 
former) the great master is, of course, 
Savignac: the artist who comes to every- 
one’s mind as the symbol of “Gallic Wit” 
—the sort of artist whose work could only 
flourish in France. Actually he had a 
hard time establishing himself as the 
country’s favorite poster artist and suc- 
cess only came when the arbiters of pub- 
lic taste were forced (in 1949) into em- 
ploying him. It was then that his famous 
Monsavon poster first appeared and 
caused so much public notice that ad- 
vertisers have been competing furiously 
for his services ever since. His influence 
on other artists has been very wide, ex- 
tending well beyond France. And one 
cannot but feel that it has been a good 
influence—if only for its humanity. 

Savignac’s poster, “You get excitement 
out of Life”, with the alligator about to 
crunch a man, was judged best poster of wy o~ 
the year 1954 by the 2grd National Com- CIGARETTES! 
petition and Exhibition of Outdoor Ad- _ ~ 
vertising Art. 

Some of the best ad art in France is for 
the nationalized travel industry, but it is 
none the less effective for that. The 
French Railways, Air France and _par- 
ticularly the French National Tourist 
Office are doing a job which for sheer 
size and general enlightenment is un- 
parallelled anywhere that I can think 
of—and, apparently, it is being very ef- 
fective too. 


Paul Arthur, Assistant Editor, Graphis magazine 
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Is fowdens comme les cibculce 


tort 


Journee des 


ENFANTS PROPRES 


MONSAVON- DOP 


PILEWONDER 


of Charing Cross Road 


1. Eric Lancaster—Another example (see 6. Jean Picart-le-Doux — The French Na- 
also Picart-le-Doux) of the publicity tional Tourist Office has produced, since 
of the French National Tourist Office. the war, some of the most outstanding 


ille publicity to be found in France and 
for this poster is indicative of the high 


“a” cigarettes, clearly emphasizing the standin’: 
Union Jack to stress to the French pub- 
lic that these are English cigarettes. ~ 
7. Jean Colin—Poster for a French mineral 


3. Savignac—One of most recent Savignac pay 


posters, made up of French highway- 
traffic signs. For Dunlop tires. 
8. Savignac—“‘Clean children’s day.’ Poster 


4. Raymond Peynet—One of a series of ads for seap and shampoo. 


for a pharmaceutical manufacturer, La- 
tema. This ad is for a 'flu preventative. 


. Z 9. Jean Colin—Poster for a battery called 
5. Bucher & Cromieres — (Etienne Bucher 


“Wonder”. 
and Huguette Cromieres) A lively and 
animated poster for an aperitif. The 
background is black, with purple and 10. Andre Francois—One of a series of ad- 
red rings and blue and blue and gold vertisements for a London bookseller, 


labels. 


printed in black and white. 
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Bob Gerson, Director of Public 
Relations and Sales Promotion, and 
Herb Meyers, Director of Graphic 
Arts, Atlanta Paper Company, 

di: preliminary sketches for the 
“Inside Atlanta Cartons” direct 


Folder 1: Artist Frank ‘alin, 
and art department of Atla 
Paper Co. Photography by 


Background: Atlanta Paper Company is 
the largest manufacturer of soft drink 
carry-home cartons in the world. The 
reason for this success is, in part, that 
Atlanta cartons are made from 100%, 
virgin fibre paperboard called “Kraft.” 
This is an extremely tough material with 
characteristics of being extremely weather 
resistant. Since most carry-home cartons 
are of the returnable type, the bottler 
is naturally concerned how his cartons 
stand up and how many times the same 
carton can be used over again, thus 
offering considerable savings in cost. 


Problem: Interviews with soft drink 
bottlers revealed that they did not realize 
the significance of kraft paper stock and 
the advantages its use has for them in 
the way of additional return trips, better 
appearance, and thereby savings in his 
overhead cost; therefore, Atlanta Paper 
Company wanted to explain the inherent 
qualities of Kraft board and why this 
company uses it exclusively for the manu- 
facture of carry-home cartons. 


Solution: It was decided that a concen- 
trated direct mail campaign backed by 
trade ads should be conceived. This 
would concentrate on the finished prod- 
uct and deal with the basic advantages 
of the carton as the result of its being 
constructed of the 100% natural kraft 
board. 

Ad manager Bob Gerson outlined the 
basic themes to tell the kraft story. From 
this outline Art Director Herb Meyers 
designed the basic ideas and formats in 
rough sketches on which the entire cam- 
paign has been built. Art Director Roger 


CASE 


mail campaign series. 


HIS 


Vershen, of the Mitchell Werbell Adver- 
tising agency in Atlanta designed the 
trade publication ads. 

Most bottlers are extremely busy and 
not likely to spend a great deal of time 
reading direct mail or trade ads. It was, 
therefore, felt that by using striking 
visual means, strong design, interesting 
illustrative material, and applying a con- 
stant change of pace, the interest of the 
busy bottler would be retained. By 
choosing an unusual direct mail format 
(square, french fold) and a distinctive 
typographic treatment the continuity of 
this series was assured. The following 
themes are presented in each folder: 

First folder: Kraft is derived directly 
from the southern pine tree, as opposed 
to board constructed of reclaimed or 
waste paper. Second folder: Further 
elaboration on the construction of kraft 
board by showing microphotographs and 
diagrams of its unusual fibre formation. 
Third folder: (not shown) A “Do-it- 
yourself tear-test”; a humorous approach 
to induce the bottler to tear attached 
samples of (a) kraft board and (b) waste 
paperboard. Fourth folder: “Torture 
Test,” a combination of an old engrav- 
ing and stroboscopic photography of one 
of the tear resisting tests given to Atlanta 
cartons. Three more folders will follow 
later in this series. Number 5 will deal 
with the weather resistant qualities of 
Atlanta cartons whether it be rain, snow 
or sun. This folder will consist almost 
entirely of illustration, and only a few 
lines of copy. Number 6 will deal with 
the savings in shipping costs because of 
the lighter weight of kraft. Number 7 
will be a summary of all the qualities 


Marvin Mitchell, Ewing 
Galloway. 


and Bettman Archives. 
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brought out in the previous folders. 
All folders were designed and execute! 
by the Art Department of Atlanta Pape: 
Company with outside help only for 
some of the illustrations and photography. 


Results: When salesmen start throwing 
voluntary kudos to advertising and art 
departments, you know that you've got 
a hit. This is the case with this direct 
mail campaign. Customers made many 
comments to salesmen about the attrac- 
tiveness of the brochures and started to 
do exactly what we wanted them to do: 
Ask questions about kraft board and the 
product. However, more than just a con- 
versational piece, sales of carry-home 
cartons for Atlanta Paper Company have 
increased substantially over the corre- 
sponding period last year. Management, 
salesmen, artists, and customers are 
pleased with the results and the informa- 
tion which was imparted. Atlanta Papcr 
Company believes that it can claim tot! 
success through the close coordination «f 
good copy, good art, good salesmanshi 
and a fine product. 


~ 


Herb Meyers came from New York to Atlar «a 
Paper Company about a year ago to direct t/ :t 
company’s design and art activities as a lead g 
manufacturer of folding cartons, carry-ho ¢ 
cartons, and corrugated contaimers. Atlanta Pa + 
Company conducts a vigorous program of pa ~- 
age designs for the firm’s customers, and Adv ~- 
tising Promotion Art. 

A graduate of Pratt Institute, Mr. Mey * 
experience includes work as designer and ‘t 
director for several New York agencies. Prior 0 
hie Atlanta assignment, he completed a th ¢ 
year stretch as Art Director of Monogram . *¢ 
Studio in New York. He has worked on a vari. ¥ 
of accounts such as Columbia Records, Remi: '- 
ton Rand, General Electric, Ciba Pharmaceutic: +, 
Parke, Davis and Co. and others. His des " 
activities have won for him several awards « d 
recognitions. @ 


Folder 2: Artist Walter raniy 
and the company art de art 
Photography by Tim G 'fas, 


Folder 4: Artist, Jack / etch 


Photography by Tim G 'fas. 


A 4 
j 
| 
% 


mk alin, 
OF Atlan 
hy by 
ping 


ter ra 
de art 
!fas. 


he ‘etcher 


yes. 
G lfas, 


t Director & Studio News / December 1955 


atiamta cartoms 


atiamnta cartons 


— 
ive 
nt, | 
ire 
wwe 
- 
=. 
d 
37 me 


for lips and matching fingertips 
Surprise ! It's liltingly light, vet lusciously bright ' 


two-phase packaging 


standard package 


pink thal proves bak iris! 
Love That Fink! 
wit! 
Ay 
Ratoni newest ...a pulsating pink 
: 
| STORE NAME 
Revion products off to fast sales start 
 * 
38 


start 
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New Revlon products and colors make 
their debut in a “promotional pack- 
age.” A few months later they switch 
to a standard package. 

Why? Isn’t this costly? What is 
gained? How does the consumer react? 

When the product is introduced it is 
backed with heavy initial promotion to 
establish its name and sales features. To 
gain immediate heavy point-of-sale im- 
pact, an eye-catching promotional pack- 
age is used. This package is usually 
more high style, more costly to produce, 
is not feasible budget-wise for the long 
haul. After a few months it is replaced 
by the standard package. Often the pro- 
motional package has hair styles or 
shows clothing styles that will be out 
of season or out of date before the 
standard package has finished its 3-4 
year life. 

Sometimes the promotional package 
is keyed, design-wise, to the advertising. 
Sometimes this is neither possible nor 
deisrable. There may not be time to 
start producing the package after the 
ad design has been approved. The ad 
may contain elements that would suffer 
in reduction or rearrangement and 
there seems little point in restraining 
the ad designer by making him employ 
a design that can be adapted to the 
package. Revlon, agency Norman, Craig 
& Kummel, and Packaging Director Sey- 
mour Wassyng agree that generally each 
problem, each package and each ad, 
should find its own best solution inde- 
pendently. 

Sometimes the ad and packaging de- 
partments work together to coordinate 
designs, but with the package design 
concentrating primarily on shelf value 
and suitability to TV, coordination with 
the space advertising is not always 
easible. 

The high-fashion promotional pack- 
ige works quickly and plants the prod- 
uct name firmly in the consumers mind. 
his, coupled with the advertising, cre- 
tes and sustains a demand that is un- 
‘fected by the switch to the standard 
vackage. No announcement accompanies 
he package switchover. 

Two recent newspaper ads announc- 
ng new shades of nail enamel, and the 
wo promotional packages are shown. @ 


\ simply delicious cherry-red 
for lips and matching fingertips! 


11's delicrous on blondes 
delightful om brumcties 


downright dangerous om redheads’ 
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The battle between the supporters of 
the modern and the traditional ap- 
proach, which has been raging for years 
in the fine arts, is now being reflected in 
the commercial field. Which art form 
best lends itself to selling merchandise? 

For cartoon TV and promotional films, 
I believe the modern approach is far 
superior because it is more effective and 
more economical than traditional art. 

The modern, stylized cartoon is more 
direct, more forceful. It immediately pins 
the attention of the viewer to the heart 
of the sales message without the distract- 
ing lost motions of the traditional car- 
toon. 

For instance, the possibility of semi- 
animation is greater in the stylized car- 
toon than in the traditional version. And 
even where full animation is required, 
the stylized figure is more suitable to the 
medium than the realistic rendition. 

The animated cartoon should not imi- 
tate live action. It should interpret 
movement. I believe it can do this most 
effectively through a modern interpre- 
tation without sacrificing its relation- 
ship to life. ’ 


stylized tv art sells best 


it’s more direct, forceful and economical, 


says tv artist Abe Blashko 


Another great advantage of the mod- 
ern approach is that it gives infinitely 
more latitude for humorous treatment. 
Freed from the strait jacket of a rigid 
realism, the artist’s imagination can soar 
at will. Consequently, he can express 
himself better in the medium and the 
net result is a more effective selling job. 

In addition to being more forceful 
and effective, the modern cartoon ap- 
proach permits an enormous saving in 
cost — always an important considera- 
tion to advertisers. This is made possible 
through the use of less cels for animation. 
The stylized cartoon can get its sales 
message across with almost one fifth of 
the cels necessary for the realistic method. 
The sharp reduction in both the artist’s 
time and camera time not only drastic- 
ally cuts the cost of the job but gives the 
advertiser a better cartoon with increased 
rather than diminished sales effectiveness. 

An example of cost cutting through 
stylized animation which resulted in a 
Shoes produced by Victor Kayfetz Pro- 
more imaginative and effective job is a 
promotional film for Endicott Johnson 
ductions. 
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'‘) The “breaking in” process of trying 
on new shoes. 


) Character models, developed to show 
client, style and colors to be used. 


) The customer’s belief that the ideal 
shoe is the “custom made” shoe. 


ip 
ti 


In dealing with a client who, as in this 
case, gives me the green light in applying 
my individual style to his advertising 
message, my procedure is as follows: 

I go over the script and visualize it 
into a story board. When the story board 
is O.K., I plan the action, style the char- 
acters, background and animate the 
scenes involved. Actively participating in 
every phase of production, I have the 
opportunity to experiment in styling and 
in a modern animation approach. 

Take, for example, the scene of the 
shoemaker and the customer, shown 
here. The scene starts with a close-up of 
the suave customer pufing away non- 
cvallantly at his cigar. Only the smoke 
animates. The camera quickly moves 
back and we get a complete picture of 
the shoemaker hammering away at the 
c.stomer’s shoe. 

rhe only elements animating are the 
soke and the shoemaker’s arm, To 
intensify the action, a double image of 
t! e arm and hammer is drawn on the cel. 
Ruther than having full animation on 
Ul is scene, the animation is pin-pointed 
oly on those areas where a strong sell- 
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4) Repeat sales. How to turn a new 
customer into a lifetime customer. 


5) In this scene a man flies through 
space on a sliding cel. The animals 
are “still” in relation to a moving 
figure—yet giving the illusion of full 
animation when seen on the screen. 


ing point is stressed. Camera action and 
style project the rest of the message. 
Naturally, as in all phases of commer- 
cial art, the artist doesn’t always have a 
free hand in plying his trade. The adver- 
tising profession, which must cater to the 
needs of its clients, is still struggling 
through musty cobwebs of old time sell- 
ing methods. Most artists are prevented 
from using their talents to the fullest 
extent because they are put into a mental 
strait jacket by outmoded advertising 
techniques. In many cases, they are 
forced to toe the line or lose an account. 
5427R Studio News 7-28-55 Gal. 2 
Since one has to be practical in deal- 
ing with varied thinking, the successful 
commercial artist must be extremely 
flexible. On many occasions, I have got- 
ten an account by impressing the pros- 
pective client with my modern style and 
ended up doing something far removed 
from my original samples. As I can 
handle both the traditional treatment 
requiring full animation and the mod- 
ern approach, I had no difficulty in satis- 
fying my conservative-minded client. 
However, experience has proved to me 


for Endicott Johnson promotional film 


that the more freely I was permitted to 
use the original, highly individualized, 
modern approach, the better job I could 
do as a salesman for my client’s product. 
Hence, my conviction that .he modern 
approach is superior to the traditional 
one in Cartoon TV and Promotional 
Film advertising. 


Editor’s note: In this article, based on 
his personal experience, TV artist Abe 
Blashko plugs for stylized art in TV 
commercials. He not only likes to do 
stylized art better, but claims it is more 
economical for the client, and sells better. 
Mr. Blashko was born in Seattle, is 
self taught, came to New York in 1943, 
where he served as a story board artist in 
the animation field. For the past four 
years he has been with Victor Kayfetz as 
film strip and animation AD on a free 
lance basis and serves other film pro- 
ducers. Some of the accounts he has 
worked for are Westinghouse, Squibb, 
Endicott-Johnson, Shell Chemical, Pep- 
sodent, Trommers Beer, and Moore- 
McCormack Steamship Co. @ 
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Problem: To design a completely new 
cigar box for a leading cigar manufac- 
turer. 


Background: Consumer research studies 
were made available to designer George 
Samerjan yielding clues to desirable vis- 
ual symbols and colors. Approximately 
jo designs were made. Revises were 
made and designs were tested for letter- 
ng size, legibility, shelf value, and other 
factors. One design was finally chosen 
and it was researched before production 
was started. A delicate, refined sketch 
was made to simulate, as much as pos- 
ble, finished art and lettering. This 
as made several times up so that pho- 
graphic reduction would refine it to 
sem like a finish. Color prints were 
ade in quantity and a national re- 
ich organization, A. J. Wood & Co. 
mducted a field survey. The results 
mfirmed the management's decision, 
id the new package was put into 
oduction. 


- & 


slution: On the old box the top cover 
is simulated wood color with grain, a 
ue and gold border with white letter- 
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ing. The simplified new design has an 
embossed gold border with no type, a 
center rectangle with fine gold lines and 
a full color picture. Product name is 
larger, more legible, and straight in the 
new package. 


Inside cover label is an important 
sales element in cigars. The box is dis- 
played open and the customer takes 
cigars from the box which is handed to 
him. The large, centered oval picture 
framed in embossed gold rim with 
many overlapping medals is replaced 
by an off center picture, more white 
space, and a larger tvpe for the name. 
The front of the box is much cleaner 
looking with the plain gold border. 


Designer Samerjan was required to 
retain the basic illustration on the in- 
side, the lvre svmbol, and the medals. 
However he modified the illustration 
making the following changes. The Gre- 
cian tone was replaced with a Latin 
American feeling: the girl was slimmed 
and her clothes restvled; her pout was 
replaced with a smile; and the peacock 
guilty of upstaging her in the old pack- 
age was repositioned. The entire com- 


position of the picture was unified. 

The new design provoked a produc- 
tion problem which the designer helped 
solve. Gold tends to rub off. A new 
varnish was developed to prevent rub- 
off. This is particularly important be- 
cause the ends of the paper box cov- 
ering are hand secured after being 
machine applied and the handling 
would have spoiled many boxes. An- 
other production problem licked was 
that of considerable blind embossing 
without sacrificing adhesion. The new 
package was produced at no increase in 
manufacturing cost. 

The El Producto package is the sec- 
ond cigar box designed by Mr. Samerjan 
in the past vear that discards the tradi- 
tional wood grain box. The Harvester 
box simulates a leather humidor. 

In designing the new El] Producto 
package Mr. Samerjan felt that “A new 
package must not betray all the good 
and true friends of the old package... 
there is no room in product and _ pack- 
age design to alienate customers affec- 
tions.” The new design aims to retain 
old customers while attracting new 
ones. 
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By BLANCHE j|ENNINGS THOMPSON 


onnmve Dera went again to the 
RR No matter » 
where he | oked, there was nothing ~ 
bur snow. fhe hogan was a small, 


upcoming artist = Steven Vegh Jr. 


His first published work was in Skyways 
magazine in 1945, but only in the past 
few years has Steven Vegh made 
aviation illustration a specialty. He 
graduated the High School of Music 
and Art in 1941, studied Interior Design 
at Pratt. 

His work has appeared in Air World, 
Flying Models, Air Trails, Flying, 
Journal of Living, and Farm Implement 
News. 

He maintains an aviation illustration 
scrapbook, builds models, keeps an 
aeronautical reference file, and uses a 
camera to keep his research up-to-the- 
minute. Works in oils, translucent and 
opaque watercolors, airbrush, and in 
black-and-white line. @ 
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to get business .. . tell them where you are 


list yourself in the ey th 


9000 Buyers! 
Every year some gooo buyers use the Buyers’ 
Guide. They get the Guide in the February 
issue of Art Director & Studio News. This 
guaranteed circulation assures you of the 


widest coverage among buyers everywhere. 


The best ad dollar buy! 

Put yourself on file with the entire industry 
for as low as $1.50. Tell them about yourself, 
list your services, give your phone, address, 
etc. Capitalize on the biggest advertising bar- 
gai’ available to artists and photographers. 


Wt o’s who in art/ photography 
AD>N’s Annual Buyers’ Guides have become 
the Who’s Who and Where of the art direc- 
tio: field. You can’t afford not to list yourself 
in he field’s only annual directory — now 
in fifth year. 


Fil out the order form 

Sel t the one or more categories from page 3 
of tis piece which describe your work. Fill 
ou: he order form on page 2. That's all there 
is. ('s the simplest, quickest, cheapest and 
on’ way to file your name in the industry's 
W! »’s Who. Do it now to be sure you're in. 


Annual Buyers’ Guide 


De it now! 
| your listing in now. 


Art Director Art Buyer 

4 

Designer _ Ad Manager Photo Buyer 

: 

| 

| 
= 
. 
(A 

We 

here’s how 


Instructions 
@ classified listings 2. Each listing consists of 3 lines. The terhead for additional data. 


first line is for your name and tele- Complete order form below. T 
1. xt 4- Comp ype 
eran —— ey woneee phone number. The second line is for or print legibly. Put your third line 
For individual artists, photographers, your street address, city and state. The copy on same line as corresponding 
ae third line is for advertising copy. You classified listing number. 
artes CF may use up to 45 characters (includ- 
attention to one or more of their spe- pee an tind Ron. ( Sample classified listing: 
cific services or products in the classi- g. Order as many listings as you wish. . ee 
fied section of the Buyers’ Guide , On Sy 

SeCtION OF the Huyers When ordering more than the order 1810 Rittenhouse Sq., Phila: 3, Pa. 
1. Each listing is $1.50. form will accommodate, use your let- public relations booklets, packaging 


A Representatives listings 2. See sample listing. You may, in one Sample representatives listing: 
(category numbers 203-204 on next page) or two words, list your artists or pho- 

For artists and photographers repre- tographers media, subject, technique, 

sentatives. etc. Don Arthur MO 7-5764 
626 E. 38th St., N.Y.C. 16 

1. List your artists and photographers g. Listings are $1.50 for your name, joun Mello, teshion ortiet. pesels 

on your letterhead. Complete order address and phone, plus $1.50 for each William Boro, men's fashion illustration 

form below. artist or photographer listed. 


services you offer. Whether you list 


1. See categories 205 and 206 on next 
one or all services, the price for studio 


@ Studio listings 


age. 

listings, Nos. 205 and 206, is $5.00 
For art or photographic studios who 2. Select the category you wish and each. 

wish to call attention to a wide range note it on the order form below. 3- You may also order classified list- 

of services in a single listing. Complete the order form, listing the ings at $1.50 each, as described above. 


Sample listing: 


217 North B'way; Wichita 2, Kansas 


order form ART DIRECTOR & STUDIO NEWS: 43 E. 49th STREET, N. Y. 17° PLaza 9-7722 


YES, I want to be listed in the February 1956 issue in the 5th Annual Buyers’ Guide, as follows: 


Refer to IMPORTANT! 
ACCOMPANY ORDER 


instructions 
above 


listings $1.50 for representative plus $1.50 for each artist or photographer listed. 


NAME ADDRESS 
Print exactly as you wish it to appear in Guide 
ZONE STATE TELEPHONE 


CITY. 


For 8rd line copy for individual listings, 
Category Nos. 1-202 maximum 45 characters Category Nos. 203-206 
(See next page) (See next page) 


— A List your artists, photographers, on your letterhead 
Number 3rd line adv. copy 

a 
Number 3rd line adv. copy Number services offered 

Number 3rd line adv. copy Number services offered 

e 


Number 3rd line adv. copy Number services offered 


category index 


@ classified listings (1-202) Listings 1-202 ore $1.50 each. 


ART 53. characters 104. products PHOTO REPRODUCTION SERVICES 
_— 54. chemical 10S. renderings 154. b&w prints in quantity 
55. 106. technical 155. carbros 
56. children’s books 107. transparencies 156. color ussemblies 
57. decorative-humorous (other) 157. color prints in quantity 
4. architectural rendering 
5. art directors, consultant TV 158. color serarations 
“* 59. fashion & style 159. copy of artwork 
7. reak locket 60. figure 108. animation 160. duplicate transparencies 
8. booklets, direct mail Comme on 161. dye transfer prints 
9. Bourges technique @. 162. Ektaccior 
63. furniture 111. direct colar priate 163. Ektachrome processing 
64. general 112. film production 164. enlargements 
13. cartoons 66. historical lettering 166. montage 
14, catalogs 67. home furnishings 167. photocomposing 
68. humorous 168. photo murals 
16. color separations 69. industrial 169. reproportioning 
17. comic books 70. interiors 170. screened veloxes 
18. continuities 71. landscape 171. slides 
72. marine (other) 172. strip-ups 
19. convention caricatures 73. medicol 173. 35m 
20. displays PHOTOGRAPHY 
74. men 174. 3-D dye transfers 
21. exhibits 120. aerial 
75. men's hands 175. transporencies 
22. fine art for industry se 121. animals 
76. product-still life 176. transparency art 
23. greeting cards wt 122. architectural 177. viewgraph slides 
24. ideas 78. scientific (other) 
25. labels 79. pee 124. cats & dogs 
26. layouts 30. aan 125. children 4 PRINTS 
27. \letterheads Bl. still life 126. color 
maps 127. editorial ilm strips 
29. mechanicals 83. stylized 128. experimental co 
oil painting 129. fashion 
31. package design 130. food 182. Ozalids 
32. pen and ink _ 131. general 183. ozachromes 
33. pharmaceutical design 132. horticultural 184. photostats 
34. point-of-sale LETTERING 133. illustration 185. photostots on acetete, in opoqve 
35. portraits, painting 86. eishabots, designed 134. industrial or white 
posters am. 135. interiors ~ es 
37. presentations leiteriag 136. location . visvalcast slides 
38. product design 89. Leroy lettering 137. motion pictures (other) 
39. products styling 90. lettering 138. murals GRAPHIC ARTS 
40. props 91. paste-up alphabets 139. photo agencies 188. acetate proofing 
41. record albums 92. photo, film, process 140. portraits 189. advertising presentations 
42. Ripley technique 93. presentation 141. Printons 190. display monufacturers 
43. scale models am (other) 142. products 191. general 
44. scratchboord 143. props 192. labels 
45. sculpture RETOUCHING 144. publicity 193. letter services 
46. small space ads 94. - art 145. reportage 194. lithography 
47. spots 95. carbros 146. resorts 195. multilithing 
48. trade marks $6. color toning 147. set design 196. photoengraving 
49. wash drawing, b&w 97. dye transfer 148. slide films 197. printers, letterpress 
other) 98. fashion 149. sports 198. silk screen printers 
99. Flexichrome 150. still life 199. type foundry 
ILLUSTRATION 100. industrial 151. stock photos 200. typographers, hand 
50. aeronautical 101. Kemoart 152. strobe 201. typographers, machine 
51. animals 102. photo, b&w 153. trick photography 202. typography, old-fashioned 
52. automobiles photos, color (other) (other) 


= representatives listings (203-204) Listings 203 and 204 are $1.50 each, plus $1.50 for each artist or photographer listed. 


ARTISTS REPRESENTATIVES PHOTOGRAPHERS REPRESENTATIVE 


203 


204 


4 studio listings (205-206) Listings 205 and 206 are $5.00 each regardless of number of services listed. 


ART STUDIOS PHOTO STUDIOS 
205. (List any or all on order form) O packaging 206. (List any or all on order form) 0 motion pictures 
creotive D posters children product 
design C presentations fashion reportage 
direct mail retouching © food slide films 
illustration service (DD illustration still life 
layout CG TV ort industrial O Tv 
lettering (other) interiors (other) 
mechanicals location 
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th Buyers’ Guide 


the only Who’s Who published for advertising artists, 
illustrators, art and photographic studios and graphic 


The Guide is for the buyer 
Here, in one issue, is practically 
the entire working art and photo 
industry, plus many graphic arts 
suppliers. It’s part of your sub- 
scription to Art Director & Studio 
News. The Buyers’ Guide has the 
support of the National Society of 
Art Directors, its 21 chapter clubs 
and many advertising art groups 
and guilds. 


The Guide is for the seller 

It helps you reach your market: 
all types of firms, agencies, publi- 
cations; buyers in every level of 
industry, government and adver- 
tising. The Guide is designed for 
quick, easy use throughout the 


art suppliers. Industry wide distribution guaranteed. 


year. It helps the buyers find you 
—wherever you are, wherever they 
are. As an artist told us, “It’s like 
going into a telephone special clas- 
sified directory just aimed at this 
field. That alone is worth $1.50.” 


Special National Industry File 
One listing in the Guide automati 
cally enters your name into ow 
address file. This file is maintained 
for the use of anyone. There is no 
charge for the service. Time and 
again, we have helped buyer: 
“find” the professional for whom 
they may have spent days in search 
This is another AD&SN service to 
the field. 


you get 


its 


AD&SN is the market place for art, 
photography and graphic art serv- 
ices. Tell your sales story in the 
Buyers’ Guide issue or use AD&SN 
every month to get your sales mes- 
sage to more buyers at bargain 
rates. 

AD&SN is a proven sales builder. 
It has gotten accounts for artists 
and photographers who once be- 
lieved it couldn’t be done. 


AD&SN has the circulation, read- 


results’ result 


in Art Director & Studio News 


ership, penetration, coverage ar | 
acceptance to open up new : 
counts and reactivate old ones. 
AD&SN is the only magazine edit. | 
exclusively for the buyer of a, 
photographic and graphic t 
services. 

You can have AD&SN work | 1 
you as your “salesman!” C | 
PLaza 9-7722 or write: 43 E. 9 
Street, New York, N. Y., for f I 
information, rates. 


*Listings in previous Buyers’ Gui °s 
have brought in orders running 

into the hundreds and even 
thousands of dollars. Where else 
can you advertise to the entire a 
art market for so low as $1.50? 


Grood art has wathing do with Veodeo!... 


er 


Upcoming artist Gloria Kamen 


Free-lancing since 1950, Gloria Kamen spent her 
her first two professional years as a comic strip 
cd artist, then put in two years as a staff artist with 
Fairchild Publications. She had won a scholarship to 
the N.Y. School of Applied Design, followed up 
by studying illustration at Pratt Institute and 
painting with Brackman and Corbino at Art 
Students League. 

She has done work for Grey Advertising, J. M. 
Mathes, Woman’s Day, Argosy, Nation’s Business, 
among others, and illustrated children’s stories. @ 
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WESLEY BOWMAN 
STUDIO INC. 


Photography 


360 N. Michigan Ave. 
Chicago 1, 


A New and Better Way! 


COLD MOUNT 
Easy-to-Use Mounting Film 


N. Wabash Ave., pac 1, 


Financial 6-4395 
MATERIALS 
DRAFTING. 

Company 


“The Fortress’—John Breunig 


Chicago’s Sunday painters Taylor 
hold sixth annual show Poore’s 

“Weed 
Seeds” took first prize in the sixth annual 
fine arts show of the ADCC. Earl Gross, 
who started the ball rolling six years ago, 
sponsors the exhibition in the Stevens- 
Gross Galleries. This year 46 ADs ex- 
hibited in a wide range of media includ- 
ing an electrically lighted shadow box of 
transparent colored planes. Jury was 
composed of Rainey Bennett, Marty and 
Claude Bentley. John Breunig won 
second prize for “The Fortress” and Or- 
ville Sheldon won third prize for his oil, 
“Escape”. Honorable mentions went to 
R. Ertell, Leo J. Kelly Jr., Lee Mariani, 
Bert Ray, Bill Silet, Mickey Strobel, and 
George Yelich. 


STA adds six more 


and 


Four resident two non-re dent 


members affiliated with The Soci ty of (Chic 
Typographic Arts recently. The Chi. cen 
cagoans are Miss Maxine Cash, Mrs, posit 
Camille J. Cook, James Gisond: and Jdve 
Leo Tannenbaum. William D. G: more fre | 
is from Ann Arbor, Michigan and Elton 
Seydel Robinson is from North arry. [prod 
town, N. Y. print 
rans 
Artists Guild sponsors iona 
talent day + 
October 14 was Guild Day in C) icago. oh 
A day long program, from breakfast 19 S. 
through a Guilderama Party that ended 
after midnite, Guild headquarters hum. = 
med with visitors, a display of the work 
of members, and with a series of ‘(Jueen 
of the Hour” events. Purpose was to 
call attention to the new Artists Guild 
Talent File. Miss Chicago, Florence 
Gallagher (runner up to Miss America 
this year) reigned at breakfast. She is 
shown here with Stuart Rae and Alfred 
Muenzenthaler, both of Ruthriuff & 
Ryan. For data about the talent fie, 
write the Guild at 162 E. Ohio St., or 
phone SUperior 7-3320. 
Lester Beall’s work 
at STA in December 
December exhibit at the Normandy 
House Gallery of the STA features the 
work of designer Lester Beall. 
Most recent exhibits displayed the 
work of Joseph Low (Novembcr) and 
the college catalogs of the University of 
Illinois (October). The Art Div:sion of 
the university press is responsi\le for ago 
catalog design which uses lively colors, (Brush 
well-chosen type and lots of whit: space. ee 
ass 
Sign men fight 48% 
Chicago rezoning ecipi 


A major rezoning plan in Chica > aims 
to curb use of outdoor advertisi: ; signs 
in residential and some busines areas. 
Size and frontage of signs woul be re- 
stricted, and some business zone would 
be reclassified as residential. 1° new 
code is considered a major blov ‘0 the 
outdoor advertising in this ares ind is 
being fought by a committee 
and outdoor advertising compan .. Guy 
E. Zerfoss of Associated Sign Con .ctors 
is leading the group in prepar 5; rec 
ommendations to the city coun 


‘ 
“Escape”—Orville Sheldon 
> 
i 
4 
| 
by bourges / 
Let us introduce you to a product that seems 
: sure to become standard equipment in every 
studio and art department. This two-sided 
adhesive film with the backing sheet on either 
side needs no heat application to permanently 
mount artwork, proofs, mechanicals, etc. 
Give this new method a try . . . you'll be 
glad you did. 
10x12” sheet $ .35 
20x24" sheet 1.25 
209. 
4 LA 
50 


position 
Jan. 29-Feb. 1 


center; a radio, film, and TV 
otion center, and other educa- 
xhibits. Managing Director of 
v is L. Wm. Baker, 3302 Dodge 
tha, Nebraska. Associate Director 


re dent 
ci: ty of icag 's Morrison Hotel will be the 
he Chi. the National Advertising Ex- 
h. Mr. itic Jan. 2g-Feb. 1. Between 5-10,000 
di and (gdvert ng and sales promotion people : 
G. more es ected to attend. Some of the 
1d Elton features are a graphic arts re- 
‘on center; a screen process ° 
x 


16S NORTH WABASH, CHICAGO 


Chicago. s Hinson is at the Chicago office, 
pre akfast . La Salle St. 
it ended 
rs hum- 
he work 
“Queen 
was to 2 
ts Guild 
Florence 
bundy-freiday studio, inc. 
. She is 
Alfred 
rauff & 
ent file, 4 
o St., or 


prmandy 
ures the 


yed the 


r) and 
sion of new Artist Guild of Chi- 
ible for ie ard which replaced the Gold 
colors, ward. Charles Bracken is the 
space. i and Rudolph Geiger of C & O 
. Chicago has been commis- 
® engrave the Steuben glass 
ss Lillian Gish was the first 
of the award, Nov. 11 


Vone but the best” 


STS’ SUPPLY COMPANY 


NORTH WABASH AVE., CHICAGO 


6-8881 ANdover 3-8238 re) n sen 
‘ ' 22 East Illinois Street 


LOS ANGELES 15 
928 South Figueroa Street 
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actors 


ARCH ART, INC. 


Jack Hebenstreit 
Paul Sonstein 


creative | a 
photography | 


Art Alliance 
has new face 


If you visited Art Alliance recently 
you've noticed the modernized entrance. 
One set of doors have been removed, 
the other opens both ways, and steps have 
been eliminated, with vestibule and 
lobby now on the same level. Architect 
was Carroll, Grisdale and Van Alen. 

Muted colors, redone woodwork and 
new furniture are in the members’ 
lounge done over by Andrew M. Baird. 
Second and third floor galleries were re- 
styled by George Mason. 


Regional print show 


A regional print and drawing competi- 
tion is being sponsored by the Art 
Alliance. For data, check AA at 251 S. 
18th St., Phil. 3. 


New business in town 


Reversing the trend of some of the big 
Philadelphia accounts to New York 
(Sharp & Dohme, Campbell’s Soup, Sun 
Oil, Whitman's Chocolates) are the fol- 
lowing, reported happily by Fritz Crea- 
tive Services in their “Food Photography 
Notes”. 

Mallory Hat is now worn dy Arndt. 
Ayer brought Whitman’s back home and 
picked up Hamilton watches too. Stet- 
son is now at Gray & Rogers and RCA 


is with Philadelphia branch of enyorfiipea 
& Eckhardt. ng. 

This business not only boost PhilaMi\ati 
delphia agency and art billi 3s buf. 
brings of the kind of accounts t. at teng 
to keep the most highly talent 4 ij} 
trators, layout men and photo: raphe 
from emigrating. 


Typographic Service 
scholarship fund 

A $1,000 scholarship fund for ti e Phila 

delphia Museum School of Art for stu 
dents in the grd or 4th year | as bee 
established by Typographic Ser: ice Inc 
Samuel Dalton, company presi ent, an 
nounced the fund will be the eq uivalen 
of the tuition for two full year co “A 
in advertising art and will be adminis 
tered at the discretion of schoo! official 
in conjunction with a committce to bf 
appointed by the Art Directors Club 
Philadelphia. 


Unique Bible catalog 

New catalog of the National Bible Pr 
features an unusual selector chart { 
each major edition in the company’ 
line of Bibles. Chart permits user 
select the desired combination of bindfad. “ 
ing, cover style, edges, special featuresfthe | 
and price. Also, for each edition, a halff{beaut 
page is devoted to a same size illustraart by 
tion of a typical page, showing tp@ffor th 
style and size. Catalog was prepared byjScalel 


AL WOFFENDEN’S STUD0 | 
1321 Arch St., Philadelphia 7, Pa. . 
LOcust 8-1286 


MERRY 


to our many friends 
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nt, Heller & Sperling of Read- 
ng. Fc a copy of the catalog write The 


2st PhilafNatior | Bible Press, 239 S. American 
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Lines of beauty So says the copy in 

this Hosiery Fashions 
n of bindffad. “See your legs as others see them... 
1 featuref{the leg that is smoothly molded in 
on, a halff{beauty.” A fine blending of copy and 
zc illustrafart by William Jenkins Advertising. AD 
wing typ@@for this series of b/w ads was Jules A. 
‘epared bygScalella. Artist was Allison. 


Philadelphia Art Supply Co. 


Philcdelphia’s most complete stock of 


0 ont cad drawing materials. 
| * ‘ourges sheets © Craftint 
* smart materials ¢ Zipatone 


* all graphic art supplies 


end for our 200-page catalog 
on your letterhead 


Eighth St. Philadelphia 6, Penna. 
+ 7-6655 * Prompt delivery service 


sf lors for Foundries the World Over. 
| ‘ own for Quality and Design 
TRAL 
TYPE 
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what will we give them for Christmas? 


art director / studio news 


It's a 12-time package long remembered and treasured as 
a thoughtful reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already : 
a subscriber, your gift will extend his subscription. 

Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $3.00 
for one year, $5.00 for two years. 


Art Director & Studio News, 43 E. 49th St., N. Y. 17 
Please send Christmas gift cards and subscriptions to: 


NAME 


STREET AND NUMBER 


CITY, ZONE, STATE 


NAME 


STREET AND NUMBER 


CiTY, ZONE, STATE 


NAME 


STREET AND NUMBER 


CITY, ZONE, STATE 


Gift from, 


ADDRESS 
While you're at it, renew my subscription too. 


Enclosed check or money order for $.... 
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Caretul supervision for accuracy | 


ROY GE RMANOTTA INC. 


K 17. NEW YORK PHONE: ELDORADO 5-7155-6-7 


40 EAST 49TH STREET. NEW YOR 


9 
Surface 


1240 N. Homan 
Chicago 51, Illinois 


Amazing BLEED-PROOF WHITE 
COVERS DYE and DESIGNERS’ 
COLORS * Water Soluble 
B. ARONSTEIN & CO. 


Dealers write: 40-28 149 St., Flushing, N. Y. 


what’s new 


NEW TALENS PRODUCTS. Several new 
Talens importations and products wil! 
interest the artist. Recently introduced 
to the American market from Holland 
are the Rembrandt Artists’ Gouach« 
Colors in 33 shades and gold, silver anc 
white inks. Talens is also introducin; 
two new photo oil coloring sets. Th: 
sets contains 8 and 16 tubes of trans 
parent oil colors, bottle of color re 
mover, medium, cotton wool and colo 
dividers with which to apply colors. 
Color charts and samples of thes 
products may be obtained from Talen 
& Son, Inc., Union, N. J. 


MONOTYPE INDEX. “Handy Index of ‘Moi 
otype’ Rental Matrices” lists alphabet 
cally the faces and sizes available an. 
rental fees. There is a cross index. Fo. 
copies, write Lanston Monotype Mz- 
chine Co., 24th & Locust St., Philade! 
phia 3, Pa. 


COMPOSING ROOM TYPE BOOK. New show- 
ings of faces from The Composing Room 
include 426 one-line specimens and over 
2752 sizes are listed. Booklet was de- 
signed by Aaron Burns. For copies: 
The Composing Room, 130 W. 46 St., 
NYC 36. 


TYPOGRAPHY BY MAIL. Monsen’s Kit gives 
details for obtaining typography by mail. 
This service is offered to advertisers and 
agencies outside the areas where Monsen 
is located. Offices are at 22 E. Illinois 
St., Chicago 11; 928 South Figueroa 
St., Los Angeles 15; and 509 F. St. 
N.W., Washington 1, D. C. Details may 
be obtained from any of these offices. 


DRAWING BOARDS. J. R. Crider & Co. 
have introduced a new drawing boar: 
with wrought iron tubed legs and a 
48” x 24” x 34” adjustable drawing 
board. It comes with or without pen! 
ledge. Stands 28” high. For informatio», 
Art & Advertising Inc., 202 India». 
Bank Bldg., Evansville 8, Indiana. 


CAMERA LUCIKON IMPROVED. Seve) 
changes in the Camera Lucikon Mo 
A have been made: all steel cabin °, 
Novo Ply copyboard, flameproofed ho 
wrought iron stool, viewing area « 
larged to 24 x 26, copy insertion ai 
now on right side of unit, copyboe 
now 27 x 32. Standard lens gives 40 
enlargement and reduction; additio: 
lens for making line and halftone ne 
tives is now available. Calibration s 
tem has. been improved. Additional 
formation from M. P. Goodkin ¢ 
889 Broad St., Newark 2, N. J. 
(continued on page 56) 


. Creative layout for sales 
| n 
auctio 
ning tor pro 
plan 
care 
Creative Art Dj 
esign 
chicago 
TRICK PHOTOGRAPHY | onn Mw 


 shylt STUDIO. 


4520 West 58th Street, New York 19, COlumbus 5-1383 


A DIVISION OF B. R. DOERFLER COMPANY 


THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
.AND AMATEURS 


ALIKE... 


Famous 
for bigh quality 


since 1868 illustration boards 


drawing bristols 
mounting boards 
show card boards 
mat boards 


At all art suppliers 
in most popular sizes, 


CHARLES T. BAINBRIDGE'S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 
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NOW... 


add to your 
collection of 
SHIVA ARTIST'S COLORS 
with 


NU-TEMPERA 
superb new 


tempera 
tubes 


A collector's item for every 
artist. Can't be spilled! Colors 


won't chip or bleed! Dries 


quickly on paper, foil, cello- 
phane, acetate, glass and metal 
May be used for gouache, 
tempera, designer's colors, 
airbrush and transparent 


washes. In 17 brilliant colors! 


*FREE—sample set of 6 Nu-Temperas sent to 
quolified Teachers, Art Directors, Designers 
and Commercial Artists on request. 


433 W. GOETHE ST., CHICAGO 10, ILLINOIS 
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DIcCK CHENAUVULT INC. 


co or 
your finger tips 


ART DIRECTORS’ SET NO. 16 $54.00 
A complete assortment of the famous GRUMBACHER 
FINEST Artists’ Quality Soft Pastels... 
chromatically arranged for instant selection 

in a compact, 4 tray, sturdy wooden box. 

396 pure pigment hues, tints and shades for the 
discerning art director and artist. Ideally 

suited for color layouts, visuals, comprehensives 
and finishes. Refills Always “Available. 


AT YOUR FAVORITE ART STORE 


M. GRUMBACHER 


Inc. 
482 West 34th St. 
New York 1, N. Y. 


Everybody loves - 


Cartoon ib irving berlin 
Advertising 


ARTISTS’ & DRAWING MATERIALS 
719 Eighth Avenue + New York 19, N.Y. 
CIRCLE 6-6350 


mp phone BR 9.3111 
Times Tower Bidg., New York 36 


what’s new 
(continued from page 54) 


NEW KODACHROME FILM. Eastman Kodak 
has made available a new Kodachrome 
Film in the 35mm and 828 sizes. Known 
as Type F, the film is color balanced 
for clear, wire-filled flashlamps without 
the use of a filter. It replaces Type A 
film. The film can also be used in day- 
light with a color corrective filter. If 
used with photoflood illumination, Type 
F should be used with the Kodak 
Light Balancing Filter and an exposure 
index of 10 to produce correct coloi 
rendition. 

Further details may be had from a 
Kodak dealer. 

All Kodachrome roll film is now sol« 
without processing charge included ir 
the price. 


DRY MESSENGER SERVICE. Mercury Servic: 
Systems (New York) now use cello 
phane wrappers to keep artwork and 
other packages dry during rainy weather 
deliveries. 


BOURGES GUIDE. Information for those 
who use Bourges materials is contained 
in a booklet titled “How to Use Bourges 
Art Materials.” It describes the tech- 
niques in preparation of layouts and 
pre-separated art for line and halftone 
reproduction. Methods of removing and 
building up the Bourges color coating 
as well as special effects and correction 
techniques are also explained. 

Two other booklets by Bourges ex- 
plain the general use of Bourges mate- 
rials and give “Repro Data for The 
Bourges Process.” 

Booklets are available without charge 
from art supply stores or Bourges Color 
Corp., 80 Fifth Avenue, New York 11, 
N. Y. 


FLUORESCENT LIGHT. New fluorescent |- 


*luminator Oculite is mounted on flex:- 


matic arm. It can be raised, lowere:, 
angled or turned in a full 360° sweep 
within a 45” radius in all directions, 
while the twin-tube light remains le\«! 
at all times. Double wing-nut cla p 
holds light securely to desk or tab °. 
Descriptive literature available 
Burton Mfg. Co., 2520 Colorado Bly 
Santa Monica, Calif. 


MEMPHIS SHOWING. Specimen folder fr » 
Mergenthaler Linotype Co. shows sev 
Memphis type weights and lists po ' 
sizes of each. Light, Medium, Bold, | - 
tra Bold, and these last three in c ~ 
densed face. 29 Ryerson St., Brooklyn 
¥. 
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At this time of the season we all take a minute to 
reflect on the year just passed, a year we hope, 
that has been as good to you as it has been to us, 
both in terms of personal satisfaction and accom- 
plishment. Throughout the year we have enjoyed 
12 months of business operation that can only be 
described as the most rewarding year of our lives. 


It was a period of many problems and stimulating 
competition. But above all it was the experience of 
seeing a young, eager group of talented individuals 
develop into a responsible business organization. 

To our clients who made all this possible and our 
many friends in the graphic arts, we extend the wish 
that you enjoy the happiest of holiday seasons! 


CLARKE: SUTTON - CARMACK 


LAST! 


THE PERFECT FIX $1.39 


($15 doz.) 


protection you want without 
) 1g or gagging. SEL-ART sprays 
é ‘ine even mist. Dries evenly, Won’t 
or crawl, and leaves a matte 
n at can be worked over in any 
mediu 1. Standard 12 oz. can priced way 
below -her brands. Ask your dealer 
~ if he can’t supply you, ask us. 
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sales promotion? § of course! 


e advertising art 
e direct mail 

e catalogs 

e package design 
e decorative spots 
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A Selt: & Co., 1163 Sixth Ave., New York 36, N. Y. PLaza 7-4338 


Performing flexichrome magic 

is but one of the many miracles 

in color craftsmanship. Kur- 

shan & Lang color services 

include: 

EKTACHROME PROCESSING 

DYE TRANSFER CARBRO 
Reproduction Color Prints 

@ DUPLICATE TRANSPARENCIES 

@ ENGRAVER’S MECHANICALS 

@ SEPARATION NEGATIVES 


MASKING / PRINTON / SLIDES 


Kurshanélan 


change any black & white to color 


LEXICHROME 


ow you can transform black & white illustrations, 
photos or other material to full color flexichrome prints... 
4 get the exact color...no retakes necessary. 


10 East 46 St., N. Y¥. 17, MU 7-2595 


...any color 


Get all the first 
hand facts on 
Kurshan & Lang’s 
amazing variety 
of color services. 
Write or phone 
for new Data 
Handbook. Con- 
tains: answers to 
complex color 
problems, time 
schedules, prices, 
production infor- 
mation, etc. No 
charge, of course! 


L. ZOREF, Associate 


HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 


MU 5-4295 / MU 5-4423 
404 Fourth Ave. - Room 1507 


trade talk 
ART DIRECTION 
Clark to ADa 


Hoag & Provandie Inc.; was formerly assc 
ciate AD...CHICAGO: Lee King from V.F 
and AD to creative director at Weiss 
Geller...Rex Teich upped to AD of Fultor 
Morrissey ... DETROIT: Norman E. Schmidtk 
appointed art director at Grant Advertisinc 
had been with Erwin, Wasey Co., L.A.. 
LOS ANGELES: Frank L. Hubbard. Jr., fro: 
AD at Hixson & Jorgensen to AD at Erwi 
Wasey & Co....Jim Berry to Merville S: 
dios as AD... NEW YORK: Clare Barnes, ] 
author of “White Collar Zoo,” and form 
AD of Benton & Bowles, has opened offic 
at 270 Park as consultant AD and desigr 
... Peter R. Palazzo now art director 
retail division, I. Miller... Advertising 
Service named Hans Schmidt art direc 
... Milton Kimmel advanced to associate « 
director of the Blaine-Thompson Co....F r- 
merly associate AD at Rockmore Co., Stanloy 
Fein is now art director at Ovesey & Stra .s 
...Milton Feinstein now AD at Miche=! 
Newmark Agency...Douglas B. Leigh ‘«r. 
from MacManus, John & Adams to Kudner 
as AD on the Frigidaire account... Sheldon 
Reed named AD at Schering Corp... . Paul 
Kohl to associate AD of Krupnick & Assoc. 
...Chester Gore Advertising appointed Roy 
I. Friedlander creative director... Andrew 
K. Nelson to head AD at Hazard Advertising 
... Herbert Roan has merged his studio with 
Ideas for Industry and is a full associate 
in charge of design... Arthur Hawkins now 
with Albert Frank Guenther Law... Several 
art directors participated in the AIGA Maga- 
zine Critique Seminar Nov. 15: Robert Cato, 
Glamour; Carl Fischer. Sudle: & Hennessey; 
Allen Hurlburt. Look; Anthony Mazzola, 
Town & Country; Conrad Wienk, Pagecnt; 
Henry Wolf, Esquire ...Joe Messner, Al at 
Cunningham & Walsh, had his turn recently 
selling — typewriters . . . SAN FRANCISCO: 
Calvin Anderson has been added’to the art 
direction staff at Brisacher, Wheeler & S aff; 
was AD at N. W. Ayer and CBS-Radic ... 


BOSTON: Donald E 


WATKINS 9 3359 


CLODER CORPORATION 


THE SUPPLY DEPOT 
FOR 


ARTISTS & DRAFTSMEN 


Herbert M. Briggs was transferred ‘om 
NYC's Young & Rubicam to the San [:an- 
cisco office... John B. Norall, formerly vith 
Wyman Advertising, now AD at BBD& 
WASHINGTON, D. C.: Jack McLeod, i: : 
diate past prexy of the ADC, is tea: ing 
a course in “Design and Art in Pla: :ing 
Printing,” sponsored by the Graphic 
Assoc. of Washington... Joe Jacobs 
William M. Barton now at Art Desi » 
Studio... Terry Fleischmann now with 
ton and Hoke, Inc....Warren Wilde 
and Merrill Fox to Al Shiren’s Art De . 
the U. S. Air Force Publishing Offi ..- 
WESTPORT (Conn.): Hal Rogers, AD « Fe 
mous Artists School, and Steven Do! 
and Harold Von Schmidt, instructors c_ the 


{77 Broadway, N.Y. 7, N. ¥. WoOrth 2.0453] 


School, re-designed the logotype of the ' es! 
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ALBERT GOMMI STUDIOS 


305 E. 47 STREET, NEW YORK 17, N. Y. 


ELDORADO 5-7650 


USED THE 


WINSOR & NEWTON 


ARTISTS’ COLORS 
BRUSHES 
& MATERIALS 


902 Broadway, New York 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 
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How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about _ 
a job or a raise... 


tell him to mail this coupon. 


Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 


Norman Rockwell FAMOUS ARTISTS SCHOOLS | 
Jon Whitcomb Studio 41-Z, Westport, Conn. 
Stevan Dohanos | 
Harold Von Schmidt Send me, without obligation, information about 
Peter Helck the courses you offer. | 
Fred Ludekens 
Al Parker 
Ben Stahl Mrs. 
Miss PLEASE PRINT) 
Austin Briggs Address | 
Dong Kingman 
Albert Dorne City Zone —__State 


da 
3 
a 
ss 
iltor 
idtk 
a 
very 
St 
1 very 
orm 
ffic j 
| merry 
ct 
merry .... 
rec 
te «ct 
janl y q 
Stra is 
ichc 
a 
reldon a 
"Paul 4 
Assoc. 4 
d Roy 
ndrew 4 
rtising 4 
o with 
sociate 
everal nr 
Masa- q 
t Cato, WOR OVER 
essey; 4 
azzola, 
AD at 4 
ecently 
CISCO: E 
adic... 
n Fran- ‘ 
ly vith 
DEO... 
iy me 
eax ung 
de uth 
De . at 
do Fa 
Do} nos 
| 
59 * 
| 


ADMASTER 


FOR ALL YOUR 


PHOTOSTATIC 
PHOTOGRAPHIC 
and SLIDE 
REQUIREMENTS 


Here, under one root, are technicians 
to handle all phases of photographic 
work. Full use of these expert serv- 
ices will save you time and money— 
and assure you of a swift, com- 


petent job! 


PHOTOSTAT SERVICES: 


@ Matte and Glossy Stats 
@ Quantity Stats in Register 
@ Color Stats from Flat or 3-D Art 


STATS ON ACETATE: 
@ Black, White or Color Stats 
on Clear Acetate 
@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


@ Copy Photos 

@ Quantity Prints 

@ Enlargements and Displays 
@ Sepia and Dyed Prints 


SLIDE SERVICES: 


@ Lantern Slides 

@ 35mm in Color and Black 
and White 

@ Vugraph Slides in Color and 
Black and White 

@ Film Color and 
Black and W! 

@ Printons 

@ Display Transparencies 


Additional services available to meet any 
individual requirements. Call today. Our 
representatives are always ready to serve 
you. 


” 1168 - 6th AVENUE N.Y. JUdson 2-1396 


port Town Crier and Herald; Al Dorne did 
the drawing of the “Town Crier” which ap- 
pears on the final logotype... 


ART & DESIGN ®£VERLY HILLS: 
Gould-Smith 


& Assoc. have been commissioned to design 
a booklet giving an historical analysis of 
the Ford Continental Mark II...BOSTON: 
Advertising Designers and Producers opened 
in the Parker House Office Bldg. at 44 
School Street; AD Elwood Blankenship, Cecil 
Inman and Harold Flight are principles. 
Company offers complete package of plan- 
ing and production of all visual media... 
CHICAGO: Edward W. Kern has been 
elected V.P. in charge of sales at Lewis & 
Hoover Studios... Stan Ekman, illustrator is 
now represented by Gilbert, Sutton, New 
York... MINNEAPOLIS: Ordell Jacobson to 
art staff of Ray C. Jenkins Adv.... MIAMI: 
Louis Mendoza designed a series of 10 
match books which won top honors in the 
aviation industry for the Latin American 
Division of Pan American World Airways... 
NEW YORK: Designer of a matchbook award 
for Spun-Lo Rayon was Ralph Axthelm of 
Grey Advertising...Ben Smolen, letterer, 
has just sold a new children’s game, Pooch, 
in collaboration with George Lerner. It will 
be released in Jan....Did you notice three 
pages in a recent Life magazine devoted to 
that “complete the cartoon” contest spon- 
sored by A. I. Friedman. art supply store? ... 
Hal Zamboni gave an illustrated talk on the 
art of communication through the printed 
word as applied to the Pharmaceutical In- 
dustry at the 10th annual convention of the 
Association of Medical Illustrators ...Bob 
Nelson to Royer & Roger as point-of-purchase 
consultant and account rep .. . Frank Gian- 
ninoto has been reelected president of the 
Package Desigers Council. Also elected to 
serve again are Gerald Stahl, V.P.; Karl Fink. 
ec.; George Reiner, treas. . . . Tony Paul, 
letterer, now at 17 E. 45 St., MU 7-8120... 
Jim Fuller now sales rep and associate at 
Stephan Lion Inc. . . . Gerald Frisch ap- 
pointed director of marketing services at 
Donald Desky Assoc. . . . John L. Hunt ap- 
pointed to Caru Studios as AD and Visual- 
. Horace Sadowsky & Associates have 
enlarged the office and studio area at 59-2€ 
Woodside Ave., Woodside; now offers com- 
plete agency service, specializing in Market- 
ing and sales promotion ... Arthur Swia- 
tovy has moved to larger quarters at 44 W. 
44 St., MU 2-7675 .. . Gordon Babcock, Hous- 
ton Shields, Bob Hollis and Allen Grant are 
moving to larger quarters at 331 Lexington 
Ave. . . . BJB Associates have moved to 
larger space at 167 Madison Ave., MU 3- 
5065. The three principles are Bob Bollin, 
Irving Binder and Hal Just . . . Stan Gold- 
stein Studio now at 154 Nassau St., WO 2- 
2845, with more space. Added Pro-Type 


bast Side. West Side 
All around the fown” 


For Artists’ Needs 


3 STORES CONVENIENTLY 
LOCATED to serve you 
quickly and efficiently. 
FAIR PRICES SINCE 1868 


DISTRIBUTORS of all famous 
brands including 
ARTYPE * BOURGES COLOR-AID 
GRUMBACHER KRYLON STRATHMOR: 
WINDSOR & NEWTON « ZIP-A-TONE 
IN NEW YORK 
E. H. & A. C. FRIEDRICHS CO. 
e 37 EAST 28th STREET 
LExington 2-0300 
e@ 40 EAST 43rd STREET 
MUrray Hill 2-2820 
@ 140 WEST 57th STREET 
Circle 7-6607 
IN PHILADELPHIA 
HENRY H. TAWS, INC. 
e 1527 WALNUT STREET 
Rittenhouse 6-8742 


PHONE FOR PROMPT SERVICE 


PICTORIAL MAPS 


Jere Donovan 
10! Park Avenue - Murray Hill 5-2582 


JOSEPH MAYER CO, In:. 


artist's materials .. . sign painter ad 
displaymen supplies . . . silk scre n 
materials. Agents for The Internatio: 7 
Cutawl - 

5-9 UNION SQ. N.Y.3 AL 5-7 


film lettering and photo-prints in addition to 


ektachrome retouchin 


DUPLICATES, ASSEMBLIES 


mildred medina € 


270 PARK AVENUE * MURRAY HILL 8-0270 
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trade talk FRANK BOWLING agency, 18 east 4/st street, new york 17, n.y. 


ris regular design and production services 
. Miss Joyce Ballantyne has joined the 
art staff of Charles E. Cooper; Jane Mitchell 
o the layout and design staff; Dan Price to 
he production staff . .. Bua Associates and 
Shanfer Studio sharing space at 304 Lex., 
incorporated to form BB&C Art Assoc.., 
inc. MU 4-4530-1. They will continue to LExington 2-0038 
1andle a complete studio service with an ‘ 
:dditional specialization in catalogs. Prin- by appointment only 
iples are Rudy Chanfer and Bill Bua... 
4doyt Howard Inc. moved to larger quarters 
tt 210 E. 40 St., the former studio of Ber- 
ard Brussel-Smith. Co-Owners of Hoyt 
foward are Mitchell Havemeyer and Hoyt 
ioward .. . Lawrence Gussin and Hy Radin 
ave opened a new photographic art studio, 
ussin-Radin Studios Inc., at 220 E. 42nd St., 
/Isconsin 7-3917. Services include photog- 
aphy, dye transfer, carbro, flexichrome, print- 
1g and retouching; as well as a complete 
iesign and mechanical service. Studio will 
perate on a seven day a week basis. .. . 
PHILADELPHIA: O. K. Johnson has joined 
forces with the Dailey Service, 115 Walnut 
St., and will work as co-ordinator and rep.... 
James N. Miho joined Art Bureau of N. W. 
r...READING, PA.: Wilbur Henry and 
Richard Aschenbrenner to the art staff of 
Beaumont, Heller & Sperling...SAN FRAN- 
CISCO: A new visual twist—Jack Fagan, a 
penthouse artist, was doing a job for AD, 
Hal Benson, whose offices are on a high floor 
a couple of blocks away. Benson calls up cure 
Fagan and says he wants to see the progress fa 
of the art, but for Fagan not to come over. He 
instructs Fagan to go onto the terrace and 
hold it up toward his building. Benson whips 
out a high-powered telescope and focuses on 
the art. Said it was o.k. (City dwellers use 
telescopes for the darndest things!)... Barbara GENERAL com POSITION co. 
H. Boynton and Staff has opened at 420 _ a TYPOGRAPHERS 
‘arket St., YU 6-2378. Services will be de- = 
voted to direct mail engineering and sales 
promotion, especially in the industrial field. 
... Smith, Tepper, Sundberg moved to 737 
ach Street, PR 6-2677...WASHINGTON, Liberty 2-9170 MELCHER str 
C.: Cliff Prine and Jim Cooper are now staff ’ 
mbers of John MacLeod and Assoc... . Joe 
mey. Phila. free lancer, is now with Will 
‘nderson’s United States Information Agency 
group .. 


specialist in the placement of art personnel 


ARNOLD SORVARI 


Dye Transfer 
Carbros 


/.GENCIES Betty Jones has opened an 
ad agency at 32. W. Randolph Reto uc h i n g 
£ , Chicago; will be known as the Jones Exclusively 


‘gency ... Mervin N. Levey Adv. from on Dye Transfer 
> chardson Bldg. to Hotel Ft. Meigs, 222 St. and Carbro Prints 
air St., Toledo . . . Little & Co. from 3757 Y 
ilshire Blvd: to 3719 Wilshire Blvd., L.A. Hersh-Mastro Studios Inc. Kennett Studio 
. Irving R. Blumenthal Adv. from 244 4 W. 40th Street, New York, N. Y. 139 E. 52 St. N. Y. C. 
) adison Ave. to 7 E. 42 St, NYC... CH 4-8864 PL. 8-0542 
»-estern Empire Direct Advertising. new 
fe at 1006 N. Orange Grove Ave., Holly- 
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KLES 


Archer Ames Associates 


Black & White & Color 
MU 8-3240 501 Madison Ave. 


wood ... D. C. Smith moved to 23 W. John 
St., Hicksville, L.I. . . . Dobin Adv. marked 
its third anniversary by moving to 185 Madi- 
son ... Victor A. Bennett Co. from 511 Fifth 
to 6 E. 45 St., NYC . . . Chester Gore from 
244 Madison to 23 E. 37 St.—creative and 
production offices only; executive offices re- 
main at Madison address . . . Samuel Taub- 
man & Co. from 1541 Sansom St. to 1831 
Chestnut St., Phila. . . . Lannan & Sanders 
is now known as Sanders Adv., Dallas... 
Smith, Hagel & Snyder becomes Smith, Hagel 
& Knudsen... Roberts, MacAvinche & Senne, 
Adv. . . . Ovesey. Berlow & Straus becomes 
Ovesey and Straus, NYC . . . Westheimer & 
Bloch, St. Louis and New York, now known 
as Frank Block Assoc. . . . Members of Beau- 
mont, Heller & Sperling who were working 
on the electric range advertising for Metro- 
politan Edison Co. spent some time in kitchen 
learning to use the equipment . . . North 
Advertising has been formed to handle ad- 
vertising for the Toni Company; head- 
quarters at 430 N. Michigan Ave., Chicago; 
offices at 6 E. 45 St., NYC; 9533 Brighton 
Way, Beverly Hills. 


ADVERTISING =dmund G. Munson, Jr. 
PROMOTION _ advertising manager 


at Utica Drop Forge & 
Tool Corp. .. . John M. Weiler to director of 
advertising and a director of Manhattan 
Shirt Co., NYC . . . Mabel Nolan to SPM at 
Gustave of the Virgin Islands . . . Bernard 
Tabbat promoted to director of marketing 
for Seagram-Distillers Co. .. . Owen J. Ward 
named AM for Detecto Sales Inc., Brooklyn 
. . » Melvin F. Jackman to AM for the Penn- 
sylvania Railroad . . . Arthur Freeman to 
general sales and advertising manager for 
National Food Slicing Machine Co. . 
David North to director of advertising, Martin- 
son Coffee Co. . . . Bernice Fitzgibbon, Inc. 
has been named ad consultant to John 
Wanamaker Westchester . . . Howard Kent 
to AM, FR Corp., NYC . . . Gerald Frisch 
now director of marketing services, Donald 
Deskey Assoc. . . . Bernard F. Wroath to 
advertising and promotion manager at Camil- 
lus Cutlery Co. . . . Miss Sheila Jerskey to 
Capezio Inc. as promotion-advertising direc- 
tor .. . W. M. Galbraith appointed AM of 
food products Armour & Co., Chicago . 
Arthur H. Baum now ad director, The Form- 
fit Co., Chicago . . . James A. Berg from 
assistant to director of advertising, Fruehauf 
Trailer Co., Detroit, to promotion and mer- 
chandising department, Grant Advertising 
. .. J. Ward Maurerto now V.P. of advertis- 
ing, Wildroot Co., Buffalo . . . Charles W. 
Tennant Jr. from creative director, Geoffrey 
Wade, to director of advertising, Miles 
Laboratories, Elkhart, Ind. 


Benton & Bowles ap- 


ACCOUNTS 
pointed to handle ads for 


Ansco .. . Block Drug Co. named Emil Mogul 


ADD - A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


1. Draw a guide line on your artwork 
with a light biue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 


2. Place letter in position on copy so 
that black guide line registers with 
f blue line. When complete word is 
n position rub the type down to 
make it adhere. Cut off black guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 
Write on your letterhead for Add-A- 


Type catalogue showing complete line. 
a product of 
America’s largest Art Supply Center 
ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 


HABERULE 


Visual COPY-CASTER 
shows type specimens—keyed 
for instant copy-fitting! 


Artists, ad-men, copywriters—get new con- 
venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con 
tained copy-fitting tool. It features 29 speci 
mens of the ‘must’ type faces in caps and 
lower case (6 to 18 pt.) all keyed for instant 
character count. See the type you want- 
and fit your copy at the same instant! Ove: 
800 machine and foundry types are also liste: 
in all sizes to 18 point. Beautifully printed 

in 2 colors, plastic boun: 

with handsome silve1 

embossed covers. 

Complete with yellow Viny 

lite type gauge. 

MONEY-BACK GUARANTE: 

At art supply stores 
or direct, only 7.50 


The HABERULE CO 
Box S-245 + Wilton, Con: 


120 W. SOth St., New York, 
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trade talk 


Co. . . . Western Union Telegraph Co. to 
Benton & Bowles for radio and TV... Duff 
Baking Mix Corp. to Kastor, Farrell, Chesley 
& Clifford . . . Gar Wood Industries now at 
Meldrum & Fewsmith, Cleveland . . . Dia- 
mond Crystal Salt to Ogilvy, Benson & 
Mather, NYC ... American Home Foods, 
Dennison division, to Y&R, New York... 
McCormick & Co. to Lennen & Newell... 
>urex, liquid bleach to FC&B, Los Angeles 
. . Hudnut Sales Co. to Sullivan, Stuaffer, 
Tolwell & Bayles ... American Can Co. ap- 
ointed Compton Adv. . . . Champion Spark 
lug Co. to JWT, Detroit .. . Eastman Kodak, 
Shemical Products to Calkins & Holden, NYC 
. . Bristol-Myers new Sentry toothpaste to 
. . . Whitehall Pharmical Co. to Mc- 
Yann-Erickson . . . American Gas Assn. to 
ennen & Newell .. . Armour & Co. named 
1. W. Ayer & Co. ... Koro Co. and Tiara 
Originals to Charles J. Charney & Co. . 


CAMPAIGNS Nash and Hudson boost 


ad budgets to about 7 
and 5 million respectively; Disneyland will 
be used as a major part of the ad plans— 
also newspapers, magazines and posters... 
the $15,000,000 Coca-Cola account will leave 
D'Arcy next year and go to McCann-Erick- 
son. After 50 years of successful advertising, 
Coca-Cola has made the shift because Mc- 
Cann, which already handles the export 
ads, can integrate their international and 
domestic advertising, according to press re- 
ports .. . Douglas D. Simon will handle the 
introduction of Supima, a new cotton fiber 
ready for the market . . . Westinghouse 
television-radio division spent $2,500,000 in 
fc!l advertising to assist dealers. Paper-Mate 
will put on a national campaign for its re- 
fills for ballpoint pens, using same media 
as for the pens themselves . . . Pfaff sewing 
machines started a heavy campaign with 
fu l-color in magazines and Sunday supple- 
ments, b&w in local newspapers and TV 
spots . . . giant push by S. C. Johnson & 
Sen for its wax polisher-scrubber with a 
$ 1,000 distributor contest as part of the pro- 
gram... Sylvania is concentrating on out- 
dor for its TV dealers . . . Bruxton Prep 
bs shirts will increase its budget for 1956 
w h heavy use of magazines and Sunday 
su »plements and p.o.p. . . . Pet Milk Co. has 
er ated the frozen pie processing field with 
p! chase of Crystal Canning Co. and Pet- 
Ri: Foods . . . Squibb household products 
is outting on record drive . . . Borden Food 
Pr ducts has a big campaign on for its 
ch Roast” Instant Coffee, all media .. . 
fc - color campaign by Avco Defense and 
In strial Products in business, aviation and 
™m tary publications. B&B is the agency... 
Pi mouth is aiming for 114% of the market 
w 1 an ad budget increase of 18%; public 
w: be invited to view the new cars at the 
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. . advertising and commercial arti 

Artists n longer be limited. NOW of the finest 
layout and vi zing papers are available, sexeeptional for-cléar 
direct copy reprody You'll be delighted with- 
the results. Ya and visuals. 1000 rag, 
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NEY save time with... 


RUBBER CEMENT 


Artists and production en find 
StaSet efficient and econom 
ways a flat fi bond; dries quickly oa 
never paper. 

StaSet may be used single surface or dou- 
ble surface effectively. Excess rubs off easily. 
Assures fast, neat paste-ups and mounting. 

Sold at better art supply stores everywhere. 
Oo INSIST ON GENUINE Staset 

THE MONET COMPANY 

43 South Avenue, Fanwood, N. J. 


same time as the press—more than 2,000,000 
invitations were mailed out to prospects . 
Chrysler division ads get 40% boost for 
advertising; this boost parrallels the divi- 
sion’s $20,000,000 plant expansion program. 
McCann-Erickson is the agency . . . David- 
son Corp., subsidiary of Merganthaler Lino- 
type Co., has expanded its advertising and 
promotional progrcm for this line of David- 
son Dual-Liths and its attachments and sup- 
plies; through Philip I. Ross... 


PHOTOGRAPHY 4® exhibition of 


photographs by the 
French Photographer, Edouard Boubat, may 
be seen at Limelight Photo Gallery, 91 Sev- 
enth Ave. South, NYC, through December 31 
. . . Dick Boyer Photography is being rep- 
resented by and is representing Lewis & 
Hoover Studios, both of Chicago... Brad 
Smith, Time photographer, retraced the jour- 
ney of Lewis and Clark in their exploration 
of the newly purchased Louisiana Territory. 
Smith photographed each landmark just as 
they saw it at the same time of the year and 
the same time of day from the same vantage 
point as they had described it in their 
journals. A special 8-page color section of 
Oct, 10-Time showed the pictures . . . The 
Photographic Society of America gave its 
LaBelle Award to Leopold D. Mannes and 
Leopold Godowsky. Jr. for their development 
of Kodachrome color film . . . The Reportage 
Photo Agency has been opened by Erika 
Gondor at 15 W. 44 St., New York, MU 7- 
7040. Specializes in photo stories and single 
pictures on any subject . . . Marc Bomse, 
photographer, is now represented exclusively 
by Joseph A. Hartung. New York . . . Kur- 
shan & Lang is using three motorcycles in 
addition to their foot messengers to speed up 
service...Photo-Library Inc. N. Y., announces 
the exclusive representation of stock color 
photography by Bradley Smith. His work 
consists mostly of 8 x 10 transparencies of 
the Caribbean islands, the U.S. and action 
shots of the Ice Capades . . . Edward K. 
Saurman, color retoucher, previously with 
Beck Engraving and Hoedt Studios, has 
joined the staff of Me) Richman Studios. . . 
Roy DeCarava and Langston Hughes re- 
cently exhibited at A Photographer's Gallery, 
New York .. . Harlow M. Church was 
elected president of the Picture Agency 
Council of America . . . Leonard Balish, 
former photographer's representative who 
just turned professional photographer, is 
now working out of Morrin-Balish Studio, 
140 W. 57 St., New York, CI 5-8435. Will 
specialize in fashion and still-life... 


TELEVISION Sumner J. Lyon has joined 


Lennen & Newell as as- 
sistant director of television commercial pro- 
duction . . . John Zane from Dynamic Films 
to production supervisor of motion pictures, 
Transfilm, New York . . . Joseph Forest to 
William Esty Co. as executive producer in 


FLEXICHROME 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. MU 3-5052 


“SUPERLATIVE TOUCH” 
12° HARD ALUMINUM 


KNOB-RULE 


IT's EASY TO PICK UP, TWIRL, READ 
AND MEASURE 
GRADUATED ALUMINUM T-SQUARES 
12” AND LONGER 
STRAIGHT EDGE RULES—6”-15 ea., 
12”-.25 ea., 15”- 18”-.80 ea. 


THE FAIRGATE RULE CO. 
Cold Spring, New York Dept. AA 


16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 
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Gentlemen: 

~ Please send me a copy of your new catalog, 
“Underwood Rerserve Illustrations, Tenth Edi- 
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trade talk 


the television commercial department .. . 
Marvin Korman named supervisor of art and 
production for the film syndication division 
of MCA-TV Ltd. . . . Gerard Pick now heads 
the industrial film division of Animated Pro- 
ductions, New York . . . Hal Mathews to 
Kenyon & Eckhard! as television producer 
.. . Frank Lowe. production manager, copy- 
writer and “Man Friday” in TV department 
of Anderson & Cairns, is also an actor and 
playwright who just won an award from 
the University Women's Club of Virginia for 
a folk drama which he will direct next 
summer at the Barter Theater in Abingdon, 
Va. . . . Robert McIntyre, William Freeman 
and James O’Gara have been chcsen to 
judge TV showmanship in the Loretta Young 
program . . . Medical Horizons is a new TV 
program presented by The American Medi- 
cal Assoc. and Ciba Pharmaceutical Prod- 
UC... 


PRODUCTION Philip Kurchack. for- 


merly sales manager of 
Pied Piper Press, is now associated with the 
Larstan Processing Co. in Brooklyn, screen 
process printers . . . Connie Adams from 
Roche, Williams & Cleary, Chicago, to Hart, 
Schaffner & Marx as ad production manager. 


TYPOGRAPHY ‘upreme Ad Service. 
228 E. 45 St., New 


York, VA 6-0650, has added Pro-Type to its 
photo-lettering services... 


PERSONALS Mr. and Mrs. Jerry Fields 
of New York City and 


Westport, Conn., announce the birth of a 
son, Adam Amory; Mr. Fields is director of 
Jobs Unlimited Advertising Personnel Agency 
. . . Michael Wagman, son of Meyer Wag- 
man (of Kurt Volk Assoc., New York) ployed 
the second and third movements of Mozart's 
Piano Concerto in A major with The Little 
Orchestra Society in Town Hall. Young Mr. 
Wagman 14, was a winner in The Music 
Education League’s 1955 Concerto and Vocal 
Competition . . . Mr. and Mrs. Albert Acott of 
Manhattan Beach, Calif., have become U.S. 
citizens. Mr. Acott, AD at Martin R. Klitten, 
L.A. and his wife moved to California from 
Bombay, India five years ago. He was with 
J. Walter Thompson there . . . Hans G. Knoll. 
41, president of Knoll Associates, was killed 
in an automobile accident in October .. . 
Bernarr Macfadden, physical culturist and 
former newspaper and magazine publisher, 
died at the age of 87 years, October 12... 
Howard E. Giles, 69, was an artist and art 
teacher at the National Academy. His paint- 
ings appear in many of the country’s leading 
museums 
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STUDIOS 


PACKAGE DESIGN 
145 EAST 52 ST, N.Y. 22, N.Y. @ PLAZA 3-4914 


SO 


TO MIX OR MATCH 
difficult colors by formula...using the Code Color 
set of only eight colors. Double-ground tempera 
goes on thly, covers b ifully. If you want 
to save precious hours, do a better job... Code 
Color belongs in your studio. 


KIT CONTAINS: Two Color Wheels, Formule Book, Eight 
Dropper Bottles of special Code Color Tempero. 


2614 DUNLEER PLACE © LOS ANGELES 64, CALIF. 


Bodoni, Century, Futura — 


It’s not only the type face... 
but the way it’s handled 
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WALLE STUDIO 124 E.44 NY. 
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IDC highlights 


(continued from page 18) 


courage and capacity for its proper in- 
tegration?” 

Kiyoshi Seike is an architect working 
with Walter Gropius. He studied at the 
Tokyo Institute of Fine Arts. In his 
view, honesty in structure is most desir- 
able. He expounded this point of view 
at the International Design Conference, 
as follows: 

“In the Gothic style, structure was 
visible for everyone to see. Not only was 
the structure apparent, but the texture 
was a component part of it. 

With the Renaissance style, however, 
a fagade came to be applied. Even to- 
day, in societies other than our free one, 
buildings are hidden behind a facade. 
In our society, too, there is still some 
architecture in which modern art is 
added on as a facade. 

It is honesty in structure which is 
desirable and which we are striving for. 
I do not feel that it is all wrong to 
have the true structure exposed. This, 
however, can be overdone. 

The degree of exposure, is of Course, 
based on tradition and social customs. 
Such customs would naturally differ in 
the Orient and the Occident. For ex- 
ample, in the West, wood structure is 
usually covered with a facing of another 
material. 

In contrast to this, in my country, 
the structural posts and lintels are all 
exposed. This is not a question of which 
is right or wrong, but rather a matter 
of tradition and the quality of the ma- 
terial used. 

I think that it is desirable to have 
such structyral materials as concrete and 
steel also exposed in a similar way. Some 
structures, however, have been conceived 
in an unnecessary, curious form, simply 
to distinguish them from other build- 
ings. This I feel, is comparable to an 
acrobatic stunt. 

One of the directions of modern ar- 
chitecture, I firmly believe, is the elim- 
ination of all unnecessary elements from 
structure, which means that we will 
build more economically in terms of 
material and money. Such acrobatic 
structure as a large span on small sup- 
ports, merely for the sake of effect, made 
with expensive materials selected to cre- 
ate just this effect, seems to be unnat- 
ural and too artificial. 

Such structure becomes no more-than 
just another form of ornamentation, re- 
placing the elaborate decorativeness 
which modern architecture has struggled 
to eliminate. Thus, I feel that in struc- 
tural design, there should be a process 
of elimination, down to the bare ele- 
ments.” 
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ENLARGE OR REDUCE WITH 
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the Hf art projector 


projects ANY type of copy 
DIRECTLY onto ANY surface 
A money and time saver for all illustra- 
tors, layout men, designers, etc. Speeds 
up scaling, “dropping in” of elements. 
Render “finishes” in fraction of usual 
time! Eliminates 
costly stats. 


Priced MUCH 
lower than 
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able projecter & 


$27000 


F.0.B. Los Angeles 
Complete with 
totally dark 
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Director & Studio News 


Lookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 
The Animated Film, by Roger Man- 
vell. Explores the art and technique 
animation of the full-length drawn film. 
ter a brief history of animated film, 
thor explains and illustrates the various 
ases of production of ‘Animal Farm'’— 
»m art to layout to tracing to camera, 
jiting and sound. Use of storyboards, the 
rkbook, the tension chart and other ele- 
ents of drawn film preparation are shown 
d explained. $3.50. 
.. Cartoon Treasury, edited by Lucy 
Black Johnson and Pyke Johnson, Jr. 
Many cartoons seen in these 320 pages are 
making their first appearance in this coun- 
try. Artists addresses and other informa- 
tion available from the publisher. Twenty 
countries are represented in this collec- 
tion. $4.95. 
The Script Letter, |ts Form, Construc- 
tion and Application, by Tommy 
Thompson. For lovers of calligraphy and 
for students. Brief background information 
about the development of calligraphy is 
given, then the author turns to the styles 
o! today. He discusses materials and equip- 
ment and illustrates the principal strokes in 
moking the various script styles. Applico- 
tion is made in the commercial field. Bib- 
liography. $5. 
122. 34th Annual of Advertising and 
Editorial Art and Design. Al! winners 
in the national exhibition held in 1955 by 
the New York Art Directors Club. Best 
work from coast to coast appearing in all 


19) 
tél. 


media. Source of inspiration and ideas for 
the AD. More than 400 pieces. $12.50. 


ANNUALS 
83. International Poster Annual, 1954. Edited 
by Arthur Niggli and W. H. Alliner. 488 
posters from 24 countries, mostly in black and 
white Artists, advertisers, agencies and printers 
are -dexed. Stimulating visual record of posters 
throu: the world. $10.95. 


110. Penrose Annual 1955. Edited by R. B. Fish- 

den. Technical articles on new graphic 
arts chniques and materials, typography, art, 
letter g, reproduction. Illustrations show litho- 
grap’ posters, examples of typography and 
layo. art and illustrations. There are 23 inserts 
of le -rheads, book and publication covers and 
page menus, Bible pages. $8.50. 
16. Graphis Annual ‘55/56, edited by Walter 

terdeg & Charles Rosner. A visual record of 
the y >r's best ad art and design the world over. 
755 | -strations, beautifully printed, 66 in color. 
Fully dexed. $12.50. 

RT 
Catalog of Colour Reproductions of Paint- 

1860-1955. Illustrates 754 paintings, 
gives inter, title, date and medium of original 
ond « ct size, collection and city where original 
'S, Pr ess used in making reproduction, source of 
repre ction and price. Based on the UNESCO 
arch Paper bound. $3.50. 
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COPYFITTING 


42. Streamlined Copy-fitting. Arthur 5. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master quage. $5.95 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 


Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 


87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butter, 

Likeness & Kordek. Practica! handbook on 
publication layout with 101 iliustrations of single 
page layout situations and problems, with and 
without il'ustrations. Each is evaluated briefly 
$3.75 


LETTERING, CALLIGRAPHY 


96. 401 Alphabets by Hunt & Hunt. Manual! of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


109. The Universal Penman. George Bickham. 

Facsimile reproduction of 1743 edition of 
penmanship, flourishes and calligraphic styles 
engraved by George Bickham, 18th century master. 
212 plates. Wealth of design ideas. $8.50. 
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PHOTOGRAPHY 
108. The Complete Airbrush Book by S. Ralph 
Maurello. Comprehensive reference manual! 
on the airbrush is packed with know-how. 400 il- 
lustrations accompany text which teaches all 
phases o! rendering and retouching. $7.95 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel 
Indexed. $6.75. 


118. Color by Overprinting by Donold E. 
Cooke. This is a complete guidebook in 
the art and printing techniques employing trans- 
porent inks in multiple combinations. It is illus- 
trated with 495 three- and four-color groupings 
of eleven basic inks plus 44 pages of pictorial 
application of the medium. It is fully annotated 
for reference of artists, printers, engravers, art 
directors and editors in the book, magazine, 
advertising and graphic arts field. $25 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 iliustrations tell iV artist about 
scenic design, art airection, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-ooaras, and staging. $8.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors thet are a source of friction 
between artist and buyer. legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


112. The Book of Signs. Rudoph Koch. 493 

symbols of several types: primitive re- 
ligious, mystical, chemical, social, astrolog- 
ical and weather elements. $1. 


113. Creative Advertising. Charlies Whittier. 
Covers selection of media, art, production, re- 
search, marketing and writing of the ad. 600 
pages, fully indexed—a readable encyclopedic 
treatment of advertising. $8.50. 


Amt. Encl. $. 


Please send me, postpaid, the books corresponding to numbers circled below. 


3 42 79 83 87 96 
117 118 119 120 121 122 


100 101 102 107 108 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 


If you want a book not listed, send your order and we will try to get it for you. 
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booknotes 


THE ANIMATED FILM, with pictures from the 
film ‘Animal Farm.’ Roger Manvell. Hastings 
House. $3.50. 


This book is an attempt to explore the 
art and technique of animation of the 
full-length drawn film. It derives its 
illustrations from work done by John 
Halas and Joy Batchelor in London 
for the “Animal Farm,” which is based 
on George Orwell's book. Reference is 
also made to other forms of animation, 
particularly to the model and puppet 
film. 

It views animated film as an art in 
its own right, rather than a subsidiary 
to the art of live-film production. 

Some of the history of drawn film is 
given in the chapter “The Evolution of 
Drawn Film.” The next chapter, “The 
Craft of the Drawn Film,” explains and 
illustrates the various phases of pro- 
duction of “Animal Farm”: it shows 
the artist at work at a light box, acting 
through his pencil lines; next the layout 
department determines the suitable 
camera area; then tracing of to trans- 
parent celluloid sheets is done with col- 
ored ink; after careful checking the 
work is ready for the camera; then comes 
editing and sound. 

Preliminary drawings, use of story- 
boards, the workbook, the tension chart 
and other elements of animated film 
preparation are shown and discussed. 

The author concludes with observa- 
tions concerning the future of animated 
film. 


SURVEY OF UTTAR PRADESH (INDIA) HANDI- 
CRAFTS. Columbia University Press. $1. 


Survey of production and export market 
possibilities was prepared for the Gov- 
ernment of India by United Nations 
Technical Assistance Programme. Mar- 
keting expert Elizabeth Bayley Willis 
spent a year in India evaluating the po- 
tentiality of an American market for 
Indian handicrafts. 

The 106 page booklet contains much 
interesting information about the evalu- 
ation of the Indian products, sugges- 
tions by the expert on redesign and re- 
styling and on better ways of distribu- 
tion and marketing and many other 
aspects of production and technical aid. 
Each handicraft skill is examined in 
detail and recommendations are made. 
Methods of survey and nature of sug- 
gestions made are very similar to those 
used in marketing one of our own _prod- 
ucts in this country. 

Several appendices further describe 
the economic problems involved. 


EL GRECO. Antonina Vallentin. Doubleday. 
$7.50. 


The noted biographer of Leonardo da 
Vinci, Goya, Einstein and others has 
written with meticulous care the first 
full-length biography of El Greco. His 
life, paintings and impressions are inter- 
woven among the events of his era 
(1541-1614), in the art world and in 
the political and religious history of the 
time. 

The illustrations of El Greco's paint- 
ings are, generally speaking, well repro- 
duced. None are in color, however, but 
his strange and beautiful forms take on 
new meaning of their own. Even those 
which seem badly printed capture much 
of the fascination of his forms and his 
flowing composition. 

There are footnotes, bibliography and 
complete index. 316 pages. 101 illustra- 
tions. 


1954 POSTER ANNUAL. Outdoor Advertising 
Inc. 


Winners of the 2grd National Compe- 
tition and Exhibit of Outdoor Adver- 
tising Art, which is sponsored by the 
Chicago Art Directors Club, are shown 
in the new poster annual. 

The three grand award winners are 
presented in full color; the other post- 
ers shown (over a hundred) are black 
and white. These are grouped according 
to classification. ADs winning first 
awards are also shown. There is run- 
ning commentary the posters 
throughout the book. 

Duotone spread in the back of the 
book show photographs with captions 
explaining how posters are made by 
lithographic process. 

Its 96 pages are mechanically bound 
with paper cover. It is indexed accord- 
ing to advertiser. 


REDRAWN BY REQUEST, The Great Cartoons 
of J. R. Wililams. Introduction by Russel 
Crouse. Hanover House. $2.95. 


“The Mark Twain of illustrated humor” 
is now 67 years old. He had lived a 
roving life until NEA syndicate dis- 
covered him and gave him the oppor- 
tunity that meant his stability and his 
contribution as a mirror of our Ameri- 
can way of life. 

There are 250 of William’s best and 
most requested cartoons contained in 
the book. Selections from Out Our Way; 
Why Mothers Got Gray; Born Thirty 
Years Too Soon; Heroes Are Born, Not 
Made and many others are collected 
here. 


to have your firm listed call Plaza 9-7722 
ART MATERIALS 
Concord Artists Materials 


Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C. LE 2-37. ), 37% 


Lee’s Art Shop, Inc. 
Complete line art materials & fine frami 
209 West 57th St., NYC C 7-0675 


M. M. Michaels Co. 
Make it Michaels in art and drafting =: plie; 
7 West 44th St., N. ¥. 36, N.Y. MU 2-439 


N. Y. Central Supply Co. 
Complete stock * Prompt service 
62 - 3rd Avenue, nr. 11th St., N.Y.C. 3-53% 


CATALOGS 
Perlman 
Complete service; from art to printed | >ok. 
246 Fifth Ave., N. Y. 1 Mo 4-4408 
COLORSTATS 


Ralph Marks Color Labs 

low cost, full color reproductions fro” colo 
transparencies and opaque copy. 

344 E. 49 St., N.Y. C. 17 EL 5-674 


HISTORICAL PRINTS 
The Bettmann Archive 
“Old time illustrations on any subject. Events, |r 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-034 


LAYOUT 
Palette Color Service 
Color layouts for art studios and publishers 
527 Lexington Ave., NYC PL 8-184 


Alfred Henry 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-568 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicatec 
112 W. 48 St., N. Y. 36 


Robert Crandall Associates, Inc. 

Multiple color units photocomposed and assem 
bled. We guarantee our color duplico’ 
58 W. 47 St., N. Y. C. 36 | 7-7377 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processin 
Duplicating & Dye Transfer Prints : 
10 E. 46th St., N. Y. 17 J 7-293 


PL 7-777 


PHOTO SERVICES—B&W 


Modernage Photo Services 
319 East 44 Street, New York, N. Y. 


vality 
2E.1 
asta 
P0 yea 
Posters 


P20 W. 


lohn St 


Prints for reproduction in grey-scale ‘0 mee’ 
exacting requirements of all printing p cesses 


gricult 
poultry, 


@ Developing and printing for mage ‘es 0% 
industry 

@ Copying of artwork 

@ Commercial photography; studio av ‘able > 


electio 
22 W. 


hour and day 
Call Ralph Baum LExin 


Moss Photo Service Inc. 

Color postcards, color separations 
50,000 black & white glossies madec 'y 
Moss Building, 350 W. 50 St., NYC 734 
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7-0675 


oplies 
2-4368 


plishers 
PL 8-184 


Crandall Associates, Inc. 
orrection and retouching through use of 
chemistry and dyes. Retouching as the 
likes it. 

MV. C. 


Ganes 
orrection and Retouching of 

encies, Dye Transfers & Carbros. 
me Coloring 
ve., N. Y. 1 


in & Riehle 

justrial, Pictorial & Flexichromes 

ist Street, N. Y. C. MU 5-7258 
cin 

ansparency Retouching and Assembly 

h St., N.Y. 19 Cl 6-8712-3 


ortin Studios: 
encies 
th St., N. Y. 19 


t Martin 
Color—' ansparencies, separation negatives 
58 Wes: 57 St., N. Y. C. Circle 6-4894 


| Noppe 
Expert cye transfer retouching 
17 £. 48 St., NYC PL 5-3573; (home) WE 1-8147 


Rhina Studios 
ransparency retouching 
201 East 38th St., N.Y.C. 


Frank Van Steen 
Color Retouching. 
70 Lexington Ave., N. Y. C. 


Richard E. Stein 

Black & white retouching 
70 Lexington Ave., N.Y.C. 
Donald Van Vort 
lexichrome, Dye Transfer, Carbro and B&W 
133 £. 40 St., N. Y. C. MU 5-3788 


Cl 7-7377 


Murray Hill 7-6537 


Cl 5-6489 


LE 2-6125 


LE 2-6515 


MU 3-4245 


harts * Posters * Slides * Hand Lettering 
2 East 37 St., N. Y. C. MU 6-0656 


SERVICES 


lays’ Standard Viewers 
or viewing color in transparencies correctly 
illiam P. Way Chappaqua, N. Y. 


jaysee Display Advertising, Inc. 
vality reproduction. Posters and displays. 
2 €. 12th St., N. ¥. 3 OR 5-7280 


asta Displays Inc. 
adership in silk screened 
posters ood displays 


h St., N.Y. C. CH 2-3717 


STOCK PHOTOS 
ory, Ine. 
'o-find stock photographs. 


eet, N. Y. 2 Plaza 3-3112. 


photos tor advertising. Farm animals, 
ps, etc. Write, stating your needs. A 
‘ill be submitted. 

22W. zeltine Ave. Kenmore 17, N. Y. 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 

3 W. 46th St., N. Y. 36 


TELEVISION SERVICES 


Film—Art Ink & Paint Service 
Animation, slidefilms, storyboards 
41 West 47 St., N. Y. 36, N. Y. 


National Studios 
Hot Press, Slides, Telops, Animatics, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


JUdson 6-5910 


Cl 6-2426 


M. J. Baumwell 
Typography for artists 
7 West 45 St. 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. 


classified 


call Plaza 9-7722 

ART STUDIO, medium sized, midtown NYC, well- 
known—desires merger with 1 or more studios— 
good plan will save and make more money imme- 
diately. Also interested in SALESMAN with ac- 
counts who wants to realize more for his effort 
as equal partner. Box 1102, AD&SN, 43 E. 49 St., 
NYC 17. 


FUTURE ART DIRECTOR. One of the country's 
leading advertisers wishes to employ a young 
man to take-on immediate responsibilities in its 
Art Department. 

Our need is for a man with ideas with creative 
rather than technical skills, and with the ability 
to administer and direct projects rather than 
to execute them. Since ours is a fast-moving 
operation, the man chosen will be one who en- 
joys working under pressure on a wide variety 
of problems. 

Applicants should have some experience in art 
execution and shduld be college graduates be- 
tween the ages of 22 and 26. 

If you feel that you qualify and are interested 
in learning more about the opportunity, please 
write, giving complete details in your first 
letter. Our employees know of this ad and all 
replies will be held in confidence. Box 1200, 
AD&SN, 43 E. 49 St., New York 17, N. Y. 


SPACE, 40th & Lexington (N.Y.C.) % room in 
commercial art studio. Private brownstone build- 
ing, first floor (big windows). $30 per month. 
LE 2-2523. 


ARTIST! (Beginner) Desires staff job. Does adv. 
cartoons/spots/illustrations. ‘Elephant, will work 
for peanuts!" VOLINSKY. Box 1201, AD&SN, 43 E. 
49 St., New York 17, N. Y. 


PHOTO STUDIO WANTED. Midtown 30's to 70's 
(New York); at least 2000 sq. ft., 13 ft. ceiling. 
Phone MU 3-5415. 


WANTED—EDITORIAL ARTIST for black & white, 
halftone, full color illustrations. Expanding art 
studio, midtown Manhattan. Only artists in New 
York or vicinity need apply. MU 7-2698. 


FASHION COORDINATOR—STYLIST 12 yrs. pub- 
licity, retail & industrial adv., shows, photography 
& fashion styling. Box 1204, 43 E. 49 St., NY. 


JUdson 6-3077 


jUdson 2-0100 


WANTED 


Paste-Up and Mechanical Artist. Clean, 
fast, accurate with four years experience. 
Salary or Free Lance. 


Photo Retoucher. Experienced in black 
and white pictorial, Magazine and news- 
paper. “Absolutely No Beginners.” Sal- 
ary or Free Lance. 


Artist. Experienced in detailed mechan- 
ical line drawings with draftsman’s 
background. “Free Lance Space” 
arrangement. 

Illustrator, Cartoonist. Illustrator with 
good studio background on wash and 
line illustrations. Crisp commercial style 
needed. Permanent Free Lance Space 
arrangement. 

Cartoonist with a flare for fast sparkling 
humorous style. Free Lance. 

Call Mr. Parshall or Mr. Repola 
for interview. 


C. A. PARSHALL STUDIOS 


151 West 46th Street @ New York City 
COlumbus 5-1580 


THOMAS DESK for architects, designers, 
engineers and artists. Available in various models. 


J. B. THOMAS CO. 
1550 Euclid St., Santa Monica, Calif. 


way’s standard 
viewers 


Used by nearly all New York 
area color plate makers. 

For information: 

Chappaqua, N. Y. 


acrolite 
NEW “PEPPERMINT” 


PLASTIC SPRAY 
that’s RE-WORKABLE 


and 
“500” MATTE FIXATIVE 
for Pastel, Charcoal & Pencil 


\ 


art 
director® 
will 


COLUMBUS 5-6461-2 
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YORK 36, NY. 
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Here are two Listerine ads that ap- 
peared in recent issues of a woman's 
service magazine. One ad used Lister- 
ine’s “Even her best friend won't tell 
her” approach with an “Often a brides- 
maid—never a bride” headline and illus- 
tration. The other ad used a product 
claim headline and illustration of a 
supposedly happy user. What meanings 
did these ads have for readers? 


Answer: Readership for this type of 
product is not high but for those who 
are interested in reading an ad of this 
kind, the “bridesmaid” ad did much 
better. What meanings these ads had 
for readers can be found through the 
Starch Reader Impression Studies. 

A comparison of the two ads brought 
out several interesting results. Both ads 
contain the product claim “Listerine 
Antiseptic stops bad breath four times 
better than any toothpaste.” However, 
one ad had this claim in a prominent 
headline, the other ad had it in the 
copy. Oddly enough, the point came 
through to readers equally well in both 
ads. Another point, about Listerine kill- 
ing germs, appeared in the copy of both 
ads. The point came through not at all 
for the “bridesmaid” ad but did very 
well in the other ad. 


70 


by 


believable and acceptable illustrations 


The meaning of the illustration is an- 
other finding worth mentioning. The- 
girl in the “bridesmaid” ad was inter- 
preted many different ways. Some read- 
ers thought she looked very happy. 
“The girl looked so very beautiful—I 
can’t imagine her not being a bride.” 
Some readers thought the girl pictured 
was the bride. Some readers doubted 
that bad breath could be so serious. 
“Most girls don’t smell that bad.” And 
a few readers projected the ad point 
onto the picture of the smiling girl and 
said she looked sad. 

As for the other ad, the picture of 
the girl dancing produced some nega- 
tive reaction. Many readers thought she 
looked “funny”, silly, or conceited. 
Others thought it was a make-up ad, 
evidently produced by the heavy make- 


up on the girl. 

The readership scores reported by 
Daniel Starch and Staff, Mamaroneck, 
New York are: 

Noted denotes the percentage of readers 
who, when interviewed, said they re- 
membered having seen an advertisemen:, 
regardless of whether or not they asso- 
ciated the advertisement with the name 
of the product or advertiser. 
Seen-Associated denotes the percentage 
of readers who said they remembered! 
seeing the advertisement and associate: 
it with the name of the product or 
advertiser. 

Read Most denotes the percent of rea: 
ers who read 50% or more of the cop: 
Readers per Dollar is a measure of rea:. 
ers obtained for each dollar invested 1 
space cost. 


BRIDESMAID DANCERS 
Seen- Read Seen- Rec 4d 
Noted Assoc. Most Noted Assoc. M: st 
Per Cent of Women Readers............ 23% 20% 3% 16% 16% 2 
Readers per Dollar ............cccccccceeeeees 82 72 1 57 57 7 


LISTERINE ANTISEPTIC 
STOPS BAD BREATH a4 
— ATIMESBETTERTHAN 
|_| 


This I$ 
how 
usiness! 


This is trade show business, pub- 
lic show business, exhibition busi- 
ness. It’s the business of stopping 
traffic by the quickest road known 
to showmen—through the eye 
with color photography. As large 
as 20 by 60 feet . . . as small as 8 
by 10 inches . . . Kodak Ektacolor 
Print Film produces arresting dis- 
plays to tell the selling story. 


KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 


1. Kodak Ektachrome Film: Superb color, brilliant 
or subtle; transparencies for photomechanical re- 
production, now supplied in 35mm size as well as 
in sheets and rolls. 2. Dye Transfer Process: You 
see your photographs on paper—as they will ap- 
pear in print—before reproduction. 3. Flexichrome 
Process: Create photographs in the colors of your 


choice—from black-and-white, or color originals. 
4. Ektacolor Film: The starting point for display color 
transparencies of excellent quality and any size. 
5. Kodachrome Film (35mm): Projection slides of 
exceptional sharpness and color quality. For pres- 
entations, for selling, or for teaching. 

Your photographer knows how to handle them. 


EASTMAN KODAK COMPANY, Rochester 


ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY a, 
| 7 
1 
x 


